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DeepSilver 


make elegant gifts 
..DISPLAY THEM! 


Holmes & Edwards unique DeepSilver dispenser dramatically presents the attractive “extra pieces” 
.. the very pieces of new DeepSilver that make excellent Christmas gifts no matter what pattern your customers 
may already have! The display comes free with the assortment of silverplated serving pieces shown above. 
Send in your order today to: DeepSilver Div., International Silver Co., Meriden, Conn. 
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wherever she goes 


Diamonps of unmatched pride and beauty that will 


distinguish the wearer now and forever are available 


ide! also wearing 10 ct. Mar- 
guise diamond ring, 35 ct. dia- 
mond bracelet, 30 ct. diamond 
necklace, 72 ct. diamond ear- 


tings. All available on memo. ' ; es 
> : beautiful diamonds, assembled by one of America’s 


at all times from William Levine Company. 
At your request, a selection from the world’s most 


leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


Demonbane 


William levine Company 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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The china and glass shows in Pittsburgh next 
month have inspired our cover to suggest the 
unity of tableware design which you, as a jeweler, 
are in a unique position to offer to your cus- 
tomers. These three elements—dinnerware, stem- 
ware, and flatware—present a backg*ound for 
hospitality in the home and you, better than 
any ether merchant, bring them all together in 
your displays and your merchandising. The ab- 


stract forms shown here are adapted from shapes 


in Fostoria glass, Arzberg china, and Gense 


stainless steel. 
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Reginald should be forgiven his complacency. Since stocking and selling Duet Custom 
Set rings he’s got diamond twinkles in his eyes instead of expensive diamond inventory 
in his safe. With the additional capital thus saved he can stock a larger selection of 
styles, assuring more ring sales. Incidentally, Reginald holds no patent on this discov- 


ery. It can happen tO YOU. Write today for full particulars and the name of your nearest distributor. 


Gru Custom Yt “the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

@ MAKE ON-THE-SPOT REMOUNT SALES. 

@ SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 






5 KUSHNER & P INES, INC. 15 West 47th Street, New York 36, N. Y. 


* Pat. Pend. 
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BUTTON BACKS and POSTS 


Make Ballou your Button Back Headquarters and 
be sure of quality features found in Ballou findings. 
Full cut machine threads, exacting die work, 
knurled edge backs. . . to meet your specific require- 
ments. You can be sure that Ballou button backs fit 


the threaded posts accurately. 


B. A. BALLOU & COMPANY INC. 
61 Peck Street °* Providence 2, R. I. 








FINDINGS — 
The Foundation of Good Jewelry 
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The most important factor in your diamond 
ring volume and profits for the coming year 








a8 
Because your future in the diamond ring business depends 
so much on quality, style, dependable service and progres- 
sive merchandising Karlan & Bleicher will undoubtedly be 
a mighty important factor in it. Diamond ring manufactur- 
ers, wholesalers and retailers have gained a great deal through 
the years and particularly the year just closing through 
K & B’s leadership in the field of ring manufacturing. And in 
the years ahead, you can depend on our continuing effort 
to devote ourselves to the furtherance of progress for those 
we serve. Your wholesaler will gladly show the K & B iine. 


Joeclaculaghi™ 
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DIAMOND SETTINGS 





America’s largest and most varied ring line 
This marvelous new K & B crea- : 
tion has added an exciting new 
chapter to the annals of diamond 
ring merchandising. This setting 
does wonders in utilizing small 
diamonds to create the large dia- 
mond look; an accomplishment 
sought by jewelers since the In- 
dustry began. See it. Stock it. 
Sell it. 


Stellate 


DIAMOND SETTINGS 
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Perfect uock 


INTERLOCKING RINGS 
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AMERICA’S BEST EQUIPPED 
DIE-STRUCK RING PLANT 





The World’s Most Precise Lock 
is also the most dependable, most 
trouble-free because it’s made 
with the high degree of skill, pre- 
cision and craftsmanship for 
which all of K&B products are 
famous. Over 1165 styles in lock 
sets are available. 


This setting uses four smaller 
diamonds, set around and be- 
neath the center diamond to in- 
crease its appearance and size to 
almost double. Stellate does a 
magnificent job of selling dia- 
mond rings for retailers. 


Every new method and means 
by which the finest of die-struck 
rings and findings can be pro- 
duced is to be found in this larg- 
est and most modern of ring 
plants. 


eeeoeeeoeoeeeeeeeeeseeeoeeoeeeoeee ee eee eeees ease eeee eee eee eee e 6 


FREE! NEWSPAPER ADVERTISING MAT SERVICE! 


BS arian « BES ieicuer, INC. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 

















his is the season of goodwill; but good will is not seasonal.lt’s as important in August as it is in December. That’s 





why we try to deserve your good will twelve months a year . not only through what we sell, but through the way we 
sell it. That’s why we have strong bonds with the wholesaler who prizes your confidence as much as we do. And that’s 
why we pledge to you, for the year to come, the same integrity of watchband design, construction, and distribution 


that the name JACOBY-BENDER has always guaranteed. It is our sincere aim to make 1957 the Jeweler’s Best year yet. 





JACOBY - BENDER, INC., NORTHERN BOULEVARD AND SIXTY SECOND STREET, WOODSIDE 77, NEW. YORK 
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CONTEMPORARY NEEDLEPOINT OF CHARLES # OF ENGLAND BY ONE OF HIS ADMIRERS 











when 


: ¢ counts... 5 


ae 


you need the BAKER 4 NEEDLEPOINT 


In jewelry design, as in tapestries, attention to detail makes the difference. 
That’s why BAKER NEEDLEPOINT Settings are a must when you want 
to build up even the smallest gem to the fullest extent of its 
potential beauty. For new splendor in designs to set your creations apart from 
the rest of the field, and to make every point count, specify BAKER SETTINGS 
only... profit from practical fashion innovations... traditional craftsmanship at its finest. 
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The complete BAKER line of fine settings is die-struck in 
10% Iridium-Platinum, Jewelry Palladium and Gold. 





PRECIOUS 
METALS 113 Astor Street, Newark 5, New Jersey 
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NEW YORK ° SAN FRANCISCO . CHICAGO . LOS ANGELES 
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competition eating up your 


WATCH PROFITS? 


Don’t let discount houses, wholesalers- 
retailers and house to house cafvassers 
put your normal mark-up on a diet. 

No need to reduce your prices when you sell 
MARC NICOLET watches. You are the only 
Franchised MARC NICOLET dealer in your area! 

Sell and feature MARC NICOLET Watches 
for a healthy serving of profits! 


You can’t lose watch customers when you sell 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


Sole distrit the United States or 


WINTON WATCH COMPANY 
64 West 48th Street, New York 36 N. Y. 
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two sides to every story ... 


Most people realize the intelligent approach to all problems is 
to see and hear both sides of the story before making a deci- 
sion. When you buy merchandise it is wise to see and hear the 
pros and cons of many suppliers before purchasing. We have 
an exciting sales story coming your way in 1957.» We hope you 
will give us the opportunity of unfolding this “story with 
two sides” in person. Until then, Season’s Greetings from 
Goldstein-Gerson, manufacturers of Fiancee rings. 130 West 
46th Street, New York City. 





THE QUALITY JEWELERS 











Geneva, Switzerland —a famous name in the history of the jeweled-lever watch indus- 
try. From here, and 7 adjoining Swiss cantons, come the world’s most miraculous timepieces 


...gifts to brighten this Yule season, and to serve faithfully for many Christmases to come. 
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AND WATCHMAKERS OF AMERICA 


easons Greetin os 
and best washes 
jor a: IVOSPero US 


New Year 


from your friends, 





THE WATCHMAKERS 
OF SWITZERLAND 
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At Christmas time...at gift-giving 


times the year round—this is the 
message that we want your customers 


to know and believe... 





“FOR THE GIFTS YOU'LL GIVE WITH PRIDE— 
LET YOUR JEWELER BE YOUR GUIDE." 
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HAND CARVED 
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MATCHED WEDDING RING SETS 





The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the lias? meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets ... the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark 64 is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 





exclusively designed by 


Sold directly to the Retailer 
by the Manufacturer 


BRIDAL RING COMP ANY, INC. \ Mats available phere request 


87 Nassau Street e New York 38 


24-Hour Service on all Special Orders 
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Because consumer acceptance of palladium is in- 
creasing every day, you and your salespeople are 
sure to be interested in this new booklet. It answers 
questions customers are apt to ask about palladium 
— and tells how you can increase your sales and 
profits. You really need a copy for each of your 
sales staff. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N.Y. 
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Platinum Metals Division 





The International Nickel Company, Inc. 


67 Wall Street. New York 5. N. Y. 


Please send me copies of your new booklet, 
PALLADIUM PRoFit POINTERS. 





Name 





Store 


Address 








City Zone__State 
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IN COMMON? 





WHAT DO ALL THESE 





SWEEPS FINDINGS 


— 


SHEET STRIP ROD WIRE 
KARAT GOLDS 





Y Ou'RE Right . . . Sweeps, Findings, and Karat Golds are all an essential 
part of the jewelry industry. However, these products and services are also the corner- 
stones upon which Joseph B. Cooper & Sons has built a reputation for half a century 
of accurate and personalized service to manufacturing jewelers all over America. 


FOR BEST RESULTS SEND US YOUR SWEEPS, FILINGS AND SCRAP 





JOSEPH B. COOPER & SONS nc. 


25 West 47th St. @ Phone JUDSON 2-3095 e@ New York 36, N. Y. 
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through the 





Wherever you 
irect more prospects to you 
Yellow Pages 


FOR JEWELERS 





New prospects... old customers... you 
make it easy for them to buy your prod- 
ucts and services when you advertise in 
the Yellow Pages. 

That’s because your ads in the Yellow 
Pages are in all your prospects’ homes 
and places of business at the time they 


are ready to buy. 


So, be sure you reach more of your best 
prospects. Put your sales message in the 
Yellow Pages under profitable headings 
like JEWELERS, WATCHES—REPAIRING, DIA- 
MONDS, and others. Remember, the more 
you tell, the more you sell! 


Find out how you can improve sales ... Wherever you are! Call the 
Yellow Pages Representative at your telephone business office today! 
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Find Your 
Nearest Dealer 
In The 
Yellow Pages Advertisers of branded products 
—Nee are using this emblem to tell 
Bs, > prospects how to find their dealers. 
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This symbol stands 
for a real profit-building 


trade-in idea. 


Study it well. You'll see 
plenty of it next month 
when Hamilton launches 
a promotion with the kind 
of imaginative thinking 
that moves merchandise, 


and moves it profitably! 





Watch these pages 
next month for details— 
and be ready for 


your Hamilton salesman! 


FTSAA NTS LT OlNM waren company 


FOR DECEMBER, 1956 


LANCASTER 
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diamond is forever 
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O DEEPEN the background of romance for 
fl Br Peeece wlan to nourish gem sales in 10] 
countries throughout the free world, De Beers 
now launches the most intensive international 
color campaign in its history—in Reader’s Digest. 


To the Digest’s 61 million readers De Beers 
presents the diamond as ‘‘a symbol of love... a 


treasured gift... a gem of enduring value.” 


1. De Beers has an ¢dea to sell. . . an idea to help 
enrich the lives of people everywhere. They believe 
the Digest is unparalleled for this kind of selling— 
because it’s a publication millions turn to eagerly 
for new ideas and inspiration for a fuller life. 


2. Diamonds are bought on confidence. And De 
Beers knows the unusual faith people have in the 
Digest and in the messages that appear there. 


? 





“The Constellation Lyra,” painted by Herbert Saslow for the De Beers Collection, appearing in full color in all 28 editions of Reader’s Digest. 


3. In selling any idea or product, it’s vital to talk 
to people who can afford to buy . . . and who can 
influence others to buy. In most markets where it 
circulates, the Digest reaches more people of high 
or upper-middle income, more business and com- 
munity leaders, than any other publication. 


In the U. S. A. alone, the Digest reaches 32 
million readers each issue . . . the largest audience 
and the greatest concentration of buying power 
provided by any magazine. And this audience is 
available to advertisers at the lowest cost per thou- 
sand circulation of all international magazines. 

The Digest is the world’s only “truly interna- 
tional” publication, with 28 editions in 12 different 
languages. Buy one or all editions—to sell just the 
markets you choose... 
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wn 12 languages...in LOL countries 


De Beers now promotes diamonds world-wide 
in Reader’s Digest, world’s largest magazine 


™>. 


IN SOUTHERN AFRICA, leading diamond IN WESTERN EUROPE, where jewelry crafts- IN SCANDINAVIA, designers set world styles 
mining area of the world, Reader’s Digest is the | manship has reached its peak, more people of for many products. Here Reader’s Digest gives 
leading magazine—just as it isin most English- influence and income read the Digest than intensive coverage of all four great national 
speaking countries, any other monthly magazine. groups. 
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IN THE EAST—from the Mediterranean tothe 'UNLATIN AMERICA—where romance blooms IN NORTH AMERICA— where “a diamond is 
Pacific, in the storied lands of precious gems __in the light of the diamond—the Digest reaches forever” for people of all incomes—the Digest 
—prime customers for all products are readers more people of solid income than any other provides the largest magazine audience in the 
of the Digest. publication. U. S. and Canada. 


Circulation 
LATIN AMERICA (5 editions, 4 Spanish, 1 Portuguese) 1,623,309 
CANADA (2 editions, English, French) 900 ,0C0 
BRITISH COMMONWEALTH (5 editions, English)..... 1,739,606 ‘\ : 
WESTERN EUROPE (8 editions, 4 languages) 2,594,114 \ f 
SCANDINAVIA (4 editions, 4 languages) 871,998 
MIDDLE & FAR EAST (3 editions, 3 languages).... 534,371 
UNITED STATES EDITION 11,024,410 


28 EDITIONS, WORLD-WIDE TOTAL 19,287 808 
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More international advertisers invest more 
money in Reader’s Digest than in any other inter- 
national publication. Last year 2,771 advertisers 
used 18,095 pages. 
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Write for the new booklet: “World Markets ees 
Covered by the International Editions of Reader’s People have faith in Reader’s Digest. . . 
Digest,” 230 Park Avenue, New York 17, N. Y. largest magazine circulation in the U.S.A. and throughout the world 
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“Set sail” with those ideas 
you’ve had for those massive- 
looking chokers and bracelets 
so much in demand these days. 
No need to worry about 
“Anchoring” milady down ye 
with a lot of weight. These 
Universal advance-design 
machine made chains are made 
of aluminum—heavy to look at 
but comfortable to wear. 


Or, if weight is not a problem, 
we'll be glad to make them up 
for you in Brass or Silver. 
Available with plain or fancy 
wires, for prompt shipment in 
any quantity. Contact our 
main office for a quick quote. 


UNIVERSAL CHAIN COMPANY, INC. 


92 Burnett Avenue, Maplewood, N. J. 


Branch: 61 Peck Street, Providence, R. I. 
N.Y. Office: 489 Fifth Avenue 


8309/1U 
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ve KEPT MY 
SHUT FOR 


OUTH 
in BUT 


5000 YEARS -- 


TERRIFIC RESPONSE to 


MOST PROFIT-PYRAMIDING 
WEDDING RING PROMOTION IN HISTORY 


agape First results are now in and the enthusiastic acclaim of jewelers everywhere 
et a is overwhelming. To get your share of this new plus profit promotion 
from Polishook act now! This will be sold on an exclusive basis 

in cities up to 60,000. Write, wire or phone to insure your reservation. 


x .poust 
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WINDOWS TALK FAST AS 
SHOPPERS GO PAST! 





9 PRESTIGE BUILDING TRAFFIC A FREE ENGAGEMENT GIFT SURE 
alana sncsreceitis 3. TO WIN FRIENDS & CUSTOMERS 
We supply you with 


Yours absolutely 
FREE, Bible includ- 
ed, this colorful, il- 
luminated 3-dimen- 
sional eye-catching 
window display. 
Shows at a glance 
the 12 magnificent 
First Lady Wedding 
Rings and the free 
wedding gift of 
the Holy Bible. 





4 SMART LOOKING RETAIL MAT 
@ TO PRE-SELL CUSTOMERS 


First Lad y 
Wedding Rings 
NGS OF OUTSTANDING BEAUTY & QUALIT\ 
DESIGNED FOR LOVERS 
facet cut - 
—e 
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Budget Terms 
STORE NAME 


Planned to bring 
customers into 
your store regard- 
less of the time of 
year. Powerful 
enough to attract 
attention with a 
minimum of space 
required. Designed 
to lend prestige to 
your store. 


copy for a digni- 
fied, distinctive 
letter of congratu- 
lations from your 
store to the en- 
gaged couple. Tells 
of the free en- 
gagement gift you 
have waiting for 
them plus your 
free wedding gift 
offer. Creates plus 
business through 
invitation to regis- 
ter Wedding Gift 
preferences for 
guidance of rela- 
tives and friends. 


RINGS OF OUTSTANDING 
@ BEAUTY, QUALITY AND VALUE 


Only those First 
LadyWedding Rings 
with a proven and 
tested history of 
re-sale activity 
have been selected 
for inclusion in this 
promotion. Service 
at Polishook !s 
always dependable 
__.24 hour delivery 
on “specials.” 


6. 


Gleaming wedding 
cake knife with ster- 
ling silver handle. 
Sure to be treasured 
and remembered as 
a gift from your 
store. Creates 4 
friendly basis for 
you to discuss First 
Lady Wedding Rings 
Wedding Gift offer 
and other items the 
prospective newly- 
weds need to set up 
house-keeping. 





A FREE WEDDING GIFT 
OF UNIVERSAL APPEAL 


The Holy Bible 
superbly bound in 
a cover of pure 
white with gold 
lettering. Available 
in versions for the 
Protestant and 
| Catholic denomina- 
tions. Yours to 
present to the 
happy couple when 
they purchase a 
First Lady Wedding 
Ring. Sure to build 
satisfied shoppers 
and future sales. 













A NEW CONCEPT IN 


ELDORADO, $71.50 


FOR A NEW BREED 


Fifth in a series from Gruen. Note how these watches are so com: 
pletely unlike anything ever before represented to jeweler and public 
as “new.” How they are plainly a new kind of watch . . . conceived in 
its entirety as a unit, not as a face on a strap. How they are priced 
realistically trom $71.50. Why have we made them? Because we 
believe that never before in history have so many people been so 
acutely conscious of style...and so ready to pay for it! These 


HAPPY HOLIDAYS AND BEST WISHES FOR 1957 TO YOU, THE JEWELERS OF AMERICA! 
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OF CUSTOMERS! 


styles are designed to make those people customers. This new 
concept can bring the watch out of the “once-in-a-litetime gift’ cate- 
gory, Into its proper and profitable place as an up-to-the-minute, nec- 
essary piece of personal apparel. Im a sense these new watches are 
a tulfillment of a promise we made to ourselves and to the jewelry 
world. But more importantly, they are an impressive preamble to what 
you may expect from now on trom Gruen... the newest look in time. 


THE GRUEN WATCH CoO., TIME HILL, CINCINNATI 6, OHIO. IN EUROPE: BIENNE, SWITZERLAND. 
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Confidence can never be bought. It must always be 
earned —- usually over a long period of years. The 
unique confidence of your wholesaler in Tessler & 
Weiss mountings is a direct result of superior quality, 


styling and saleability. 


Your wholesaler and only your 
wholesaler can offer you... 


Tessler & Weiss mountings! 





























Tessler & Weiss we. 
2389 Vaux Hall Road, Union, New Jersey 





Rings enlarged 
to shew detai!. 
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NR - The ‘Buccaneer’: men’s 
> waterproof.* Chrome top, 
Ney Stainless steel back and 

‘ bracelet. 17 jewels. 


Regular Prices 
Aeyst ry t 
Resale 


fit: 
wate 
Stainiess steel Dack and 


Strap. 1/ 


Keyst 





Aquateen 


WC 


jewels 


if 

* . 
rnro¢ f aldataals’ Jala 
proof Vi ‘ t 8 


Regular Prices 

















The ‘“‘Wasp': men’s waterproof* 
with chrome top, stainless 
steel back. Leather strap 
Sweep second hand, 17 jewels. 
Regular Prices 
Keystone ¢ 
Resale 





The ‘Mary’: ladies 
Steel back and exquisite 
silk cord. |] 


} jewels 


Regular Prices 


wat ry r 
rn oa + 
AVN 














CROTON WATCH Co. 
404 Fourth Ave., New York 16, N.Y. 
Fine watches since 1878 


as long as case is unopened, 


erustalintact. 


Regular Prices 








JERS! 


This low price is for your FIRST ORDER 
ONLY... (Reorders will be delivered at 
the regular prices as shown.) These 

5 watches may be sold at $19.95 for 
one 10 day sale any time between 
January Ist and May 3lst.* Mat will be 
included at your request to help you 
make the most of this event. After the 
Sale, watches must revert to the regular 
Sale price of $29.95. Order today — 
look forward to extra sales. 

Deliveries will start January 1st. 


G* 


Keystone price for this event only $29.80 


CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16, N.Y. 


Please send me the following watches, each at keystone 
price of $25.80. 


NAME QUAN. 


Buccaneer 


-— ---- CO ———e - 


Please send mat ( ) 


“Advise date you will run the ad: it can then be cleared in your 
town to your advantage. 


Date ad will run | 


NAME__ : 

STORE NAME es 

ADDRESS a 

CITY ‘aus ZONE___STATE 








Leather 












Lustrous, deep-grained leathers 
ie ing, top- lity buckles 
gleaming, top-quality cat pera 
... smart, fashion-wise styling — these 


are the marks of fine Simmons Straps. 


These watch straps — Simmons-Styled 
to Sell — are popularly priced 


without a quality compromise. 











FOR YOUR COUNTER 
& Attractive Book 
fe; Displays 

A popular assortment of 












' 12 straps is available ina 
——— striking, sturdy counter or 
window display. The men's 


display (illustrated) is in 


R.F. SIMMONS co. 


ATTLEBORO, MASS. 


maroon and gold. The ladies’ 
is in aqua and gold. Write for 


prices and further information. 
MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 


SOLD THROUGH A SELECTED LIST OF WHOLESALE DEALERS 








347 Fifth Avenue, Suite 1302 
New York 16, N. Y. 
Telephone Murray Hill. 4-1155, 4-1156 


Canadian Distributor: JACK W. LEES, 44 King St. West, Toronto, Ont. 
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Her Cost Was Less — Your Profit More 


because you bought Dwamonds DIRECT FROM ANTWERP 


This delighted customer just bought a beautiful dia- 
mond in your store—and saved money. Of course, she 
will tell her friends about it. You make new customers 
— increase your sales—and your profits. You can offer 
better diamond values than your competitors and still 
make up to % more profit on every sale because you 
know the secret of buying your diamonds direct from 
Antwerp. 

Why do diamonds cost up to 3 less when you buy 
direct from Antwerp? You eliminate the Importer’s 
expenses — his costly buying trips from New York to 
Europe—his overhead—and, of course, his profit. In 
fact 24 of the diamonds sold in the United States come 
from Antwerp, Belgium, so it is more than likely that 
your Importer’s diamonds are purchased there. 


With direct-from-Antwerp diamonds, you have the 
greatest possible selection — much greater than any 





Just one of the featured Goldenstein diamond of- 
ferings is “Operation 248.” Under this plan the 
postman collects the small customs duty on all orders 
of $248.00. There is a separate folder explaining 
“Operation 248” in detail and quoting assortments. 
Write for your free copy. 











FOR DECEMBER, 1956 


single importer could offer — because your orders are 
filled from the 1800 vaults at our disposal. 


And you buy directly from Antwerp as easily as from 
your Importer. Your orders are shipped direct to you. 
Customs clearance, paper work—everything is handled 
by us. Every stone is guaranteed so you can always be 
sure you are getting what you ordered. 


It’s that simple to get your diamonds from Antwerp. 
Diamonds at considerable savings, diamonds that build 
your sales — diamonds that give you greater profits. 


Today Air Mail your 
request (15c per 2 oz.) 
for a price list ora 
specific quotation. 





A. (feo CmMORO EiCHaneED 


JOACHIM COL 


DIAMOND CLUB, ANTWERP 1, BELGIUM 
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0 our 
more than 17,000 


jewelers 


from coast to coast... 











WORLD CAPITOL OF FINE WATCHMAKING 


Again, thanks to your wholehearted cooperation, Bulova’s annual sales 
have hit a new record high! 


Your enthusiastic support of our new watches—the President and the First 
Lady — assured a spectacular reception for these fine timepieces. Setting 
new standards of value in their respective fields, they have brought fine 
watch craftsmanship and luxury styling within the reach of millions of 
your customers who otherwise could not afford it. 


To climax this greatest of all sales years, the Jackie Gleason Show, in 
addition to the big Bulova TV Spot advertising campaign, has won for 
you the biggest audience in TV history. Bulova advertising this year, as 
in every other year, was bigger, more effective by far than any other 
advertising campaign in the jewelry industry. 


And what of Bulova’s other plans for 1957? Again, you will receive more 
outstanding achievements in watch design and value. The first will be 
announced in the very near future. Again, our advertising and merchan- 
dising programs will be the strongest and most consistent in the industry! 
It is with deep appreciation for the successes of the past that we wish you 
another year of happiness and prosperity. And we look forward to a 
further strengthening of the friendly relationships we have all enjoyed 
through the years. 


Cordially, 


Vall ary 


President 


BULOVA WATCH COMPANY, Inc., Bulova Park, New York 
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I. D.... serving the watch 


~ 





1.D. Watch Case Factory 
— the most modern, fully- 

equipped plant — almost | al 
square block in size. 





1.D. WATCH CASE CO., INC. 


mdustry better... through 


quality control... 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


GENERAL OFFICES AND FACTORY: 


137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 
NEW YORK OFFICE: Paul Korman, 580 Fifth Ave., Tel. PL 7 6373 


CHICAGO OFFICE: William Bart, 29. E. Madison St 
EASTERN and CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden lane 


New York N. Y 







With precision that permits less-than- 


nallages tae) elo co)(-1delala-+ Mm OMB 4 ol (dal Gol t— 


Company is constantly controlling qual- 
ity and checking specifications to assure 


better, trouble-free products for you 


and your customers. 


For about half a century, our engi- 
neers, designers, model makers and 
buying technicians have exercised 
the most stringent standards in purchas- 


_ ingiand in testing in the laboratory and 


in the field... devising new methods of 
using metals and other elements that 
enter into the manufacture of the finést 
precision-made watch-cases. During 
these years, |.D. Watch Case initiated 
the developments that helped revolu- 
fionize the watch industry. Now, |.D. 


presents a new series of the thinnest, 


best-fitting, yet strongest waterproof 
watch-cases for men and the most pe- 
tite cases for women’s automatic 


watches. 
For new ideas and “no return” prod- 


ucts... for the watch industry... insist on 
|.D. You'll be getting the best! 








“As long as case is unopened, crystal intact 
a 








Dida headin ipdhadencnieet desi. iadaaedcs cod. tet cee 


ee Ta LN ri a lalla atin ast noatimeunan eee oe dae oces 








If you ever plan to sell your store or stock, remember... 





and this famous Gordon Brothers price policy has an _ 
important, additional factor . . . our top price is our first offer! 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. 
Consult Gordon Brothers without obligation . . . 38 Bromfield Street, Boston. HAncock 6-3233 
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feature 


When you 


you sell 


sale) a= 


watches 


INCABLOC PROTECTS THE VITAL PARTS OF A WATCH 


AGAINST DAMAGE FROM EVERYDAY SHOCKS. 
INCABLOC “MAINTAINS THE ACCURACY OF A WATCH. 
INCABLOC EXTENDS THE LIFE OF A WATCH. 


AND — JUST AS IMPORTANT — INCABLOC PROTECTS 
YOU BECAUSE...IT REDUCES RETURNS AND SERVIC- 
ING DURING THE GUARANTEE PERIOD TO A MINIMUM 


...» KEEPS YOUR CUSTOMERS SATISFIED. 


SO WHY NOT LET INCABLOC WORK FOR YOU, SELL 
FOR YOU? IDENTIFY YOUR STORE WITH INCABLOC’S 
GREATER, MORE POWERFUL ADVERTISING CAMPAIGN 
IN LIFE, SATURDAY EVENING POST, WOMAN’S HOME 
COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINE, 
WOMAN'S DAY, MADEMOISELLE, ESQUIRE, COSMOPOLI- 


TAN, FARM JOURNAL & EBONY. 


Write. for INCABLOC selling 


aids and promotional. material. 








Made im Suettrerland 
INCABLOC CORPORATION, 15 West 46th Street, New York, New York 











HERE’S THE TRADE-MARK 





MESH 
WHITI NG & DAVIS CO 


prs 





TRA 





D 
“MARK REG. U.S. ANY 






THAT HOLDS THE TRADE 










t’s not enough merely to attract business. The thing is to 


hold it. Repeat buying by the consumer is the foundation 






of steady profit for the dealer. And confidence is the founda- et 






tion of repeat buying. Products bearing the hon- 






Hhiting 


orable Whiting & Davis trade-mark have been in- 







spiring this confidence for eighty years now. And \\ Wy \( ’ . Ries VIS 
q 


CREATION 


the best stores in the land feature it with profit. 






Wuitinc & Davis, Inc. * Plainville, Mass. 





) ) \ ’ 
HAND IN HAND WITH FASHION—SINCE 1876 : 
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THE WORLD'S “4 A 


TEN Wor.p’s FAIR GRAND PRIZES * 28 GOLD MEDAL AWARDS 5a 
\ 4% +s 
HIGHEST HoNorRsS For ACCURACY FROM GOVERNMENT OBSERVATORIES ‘MRE 


OFFICIAL WATCH FOR TIMING CHAMPIONSHIP SPORTS THE WORLD OVER | 


ix = MOEN ES 
> SVEPENAU a: 


. 


Our thanks to Longines-Wittnauer jewelers passing beauty, quality and value. We backed it 
everywhere for their enthusiastic cooperation with advertising of record size, scope and con- 
during the celebration of our 90th Anniversary sistency. The result has been a magnificent suc- 
Year. We produced for this celebration a coliec- —_ cess. Our thanks again—good health, good cheer 
tion of Longines and Wittnauer watches of sur- and best wishes for a banner Holiday Season. 
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Ek ARE OF SO SYMPATHETIC 

A NATURE that our feelings ex- 
tend even to inanimate objects. For 
example, that coal as a fuel is today so 
widely superseded by oil impressed us 
recently as a most pathetic fact. Poor 
little lump of coal! 

Then suddenly we remembered that 
anthracite is appearing now in many 
jewelry items, and our heart was light 
again. 

Pondering the whimseys of fate, we 
fell into a philosophic trance—from 
which at length emerging, we found 
this written on our desk: 


Said the drop of oil to the lump of coal, 
“You're obsolete, you know; 

"Tis I today that flame away 
And make the engine go.” 


Said the lump of coal to the drop of oil, 
“I feel no jealousy: 
l'or me, by heck, a lady’s neck 
Is a pleasanter place to be!” 
ATCHING MINERALS: Class 
rings for the graduating class at 
West Point must all be the same design 
and weight, but each cadet may choose 
the stone he wants. 
One is reported recently to have 
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SPEAKING OF THE JEWELRY TRADE 


requested a piece of the “Kissing 
Rock,” which is on the Military Acad- 
emy grounds. Many choose stones 
symbolic of the localities from which 
they come—granite, for example, or 
iron 

Suppose one of them came from 
Sault Ste. Marie... 


ore, 


UMAN FLY: Police rushed to the 

scene in McAlester, Oklahoma, 
the other day when a passer-by re- 
ported seeing a youngster climbing up 
the ofhce 
building. 

Officers grabbed the youth, 15-year- 
old James Couzzourt, after he had fin- 
ished his climb and returned to the 
street. They asked the boy what had 
prompted him to risk his life by scal- 
ing the wall. 

James’ answer was nonchalance it- 
self; a friend had tossed his ring up 
onto a ledge and he was merely re- 
trieving it out of kindness. 


outside of a downtown 


| ghrsens-aageele BALL WAS OVER 
when the clock struck midnight. 
What about the manufacturers of elec- 
They re having them- 
selves a ball right now and that’s for 


tric shavers? 
sure. In the past eight years, sales of 
their products have jumped by more 
than $67 million. All indications are 
that the boom will continue, but let’s 
remember 

Fashion is King as well as Queen, 
and he/she is an unpredictable poten- 
tate. There’s never yet been a smooth- 
shaven period in the world’s history 
that later, 
by a revival of the beard. 

In the 15th century, 
hairy faces were about equally divided. 
In the 16th you could scarcely see a 
chin. By the 18th, the male phiz was 
clean again, and by the 19th—well, 
you know what Lincoln and his cabi- 
net looked like. 

Since the early 
resurgent 


wasn t followed. sooner or 


smooth and 


years of our own 


century man’s impulse to 
exhibit outwardly the symbol of his 
virility has been successfully held in 
check, and doubtless the restraint will 
last for another good 50 years. 

When and if midnight does strike, 
the shaver men will presumably have 
in readiness electric beard trimmers 


Oo” 





lamond 


\ hrine 


ultons 


For sheer luxury 
there’s nothing to 
equal these beauti- 
ful buttons, set with 
flawless diamonds. 
They’re platinum 
and platinum faced 
and all are fashion- 
ed with that atten- 
tion to detail that 
marks expert 
Wefferling, Berry & 


Co. craftsmanship. 


Actua! size illustration reproduced from our latest catalog. 


NUMBER 


305 
305B4R12 
305D10 
305-1 
30£-1C15 
306 
306B3R11 
306D7 
306-1 
306-1C10 
307 


NUMBER 


137-1D5 
137-1D7 
140-1D5 
140-1D7 
140-1D10 


PRICE 


$160.00 


270.00 
210.00 
200.00 
260.00 
115.00 
210.00 
145.00 
145.00 
200.00 

50.00 


DESCRIPTION 


10 diamonds 


4 baguettes !2 round 


9 diamonds 
15 diamonds 
16 diamonds 
10 diamonds 


3 baguettes |! round 


9 diamonds 
15 diamonds 
16 diamonds 
4 diamonds 


NUMBER 


307-5 
307-9 
308-1 
309 
315-3 
315-4 
315-5 
*315-6 
315-8 
315-10 


PRICE 


80.00 
70.00 
35.00 
160.00 
105.00 
66.00 
75.00 
80.00 
90.00 
100.00 
(keystone) 


PLATINUM FACED (single stone buttons) 


PRICE 


$42.00 
50.00 
48.00 
56.00 
72.00 


NUMBER 


140-1D12 
140-1D15 
140-1D18 
446-1D4 
446-1D6 


PRICE 


84.00 
100.00 
120.00 

40.00 

50.00 


DESCRIPTION 


5 diamonds 
9 diamonds 
3 diamonds 
12 diamonds 
6 diamonds 
4 diamonds 
5 diamonds 
6 diamonds 
8 diamonds 
10 diamonds 


All diamonds are fine quality white goods. 
All sizes .03 and over are full cut. 

All buttons have I4K yellow gold backs. 
* Not illustrated. 


\Wreerertine BS enay & CO. 


society 


THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 8. N. J. 
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that will keep our grandsons from 
looking like hoboes. So nobody really 
has to worry after all. 


NEW IDEA seems very obvious 

once it’s been accepted, but boy! 
it often takes a lot of work getting it 
accepted. 

Almost everyone likes daylight sav- 
ing time, but it wasn’t easy for William 
Willett to put it across. 

He was an Englishman, and he cru- 
saded for years for his idea, pouring 
thousands of pounds into the campaign 
and writing a pamphlet called The 
Waste of Daylight which ran into 20 
editions. 

Even then he didn’t live to see suc- 
cess. He died in 1915 and “summer 
time,” as they call it over there, was 
officially adopted in 1916. 


HE SUM OF THE PARTS equals 

the whole, according to Euclid. 
But he wasn’t a gem dealer. 

Word comes that Walter S. Arn- 


stein, gem importer of 1 West 47th 





Street, New York, learned not long 
ago of a gorgeous black star sapphire 
in French Indo-China. It weighed 
100144 carats and was already cut. Mr. 
Arnstein negotiated for its purchase 
and eventually concluded a deal. 
After a few weeks, in came a bill 
followed by a package. Instead of one 
stone of 10014 carats, there were thir- 


teen stones which together totaled 


10014 carats. 
AS SEVENTEEN MAGAZINE 

in its promotion, “It’s easier to 
start a habit than to stop one.” 

In the hills above Turin, Italy, 
may see on every clear Sunday morn- 
ing an old man shabbily dressed and 
toting a sack. 

He sets the sack down beside a 
stream, scoops sand from the water 
into a pan, shakes it gently and ex- 
tracts a few grains of gold. At lunch- 
time he opens the sack and eats his 
meal of bread, salami and wine, then 
quietly goes back to his occupation. 

At evening he goes home, but the 
next Sunday he is back again . . . and 


Says 


you 













“ROYAL Ff 


“ROYAL 
< CROWN 


tle 
































"Okay, so we won't be able to get anything for them. 
But think of the prestige involved!" 
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the next... and the next. . . and the 
next. 

A pathetic figure? Spare your sym- 
pathy. He does not feel himself abused. 
He goes through his weekly routine 
not because he is needy but because 
he can’t stop. He is Giovanni Mattioli 
and he doesn’t care if he gets any gold 
or not. He got plenty of it fifty years 
ago in the Alaska gold rush and he’s 


still wealthy. 





ANKEE INGENUITY: Gale Hunn 

of Winona, Wisconsin, was taking 
part in a local fishing contest recently 
when his wrist watch slipped off his 
arm and disappeared into the murky 
waters of the lake. 

It was too cold to jump in after it, 
the water was too deep and too dark 
to even see the watch, aid to hire 
someone to retrieve it would be quite 
expensive. All in all, it presented quite 
a problem. 

But Hunn was equal to the challenge. 
He borrowed a small magnet from 
another fisherman, attached it to the 
end of his line and lowered it at the 
spot where the watch sank from sight. 

After a good many discouraging at- 
tempts, Hunn’s technique worked; the 
magnet struck the watch and gripped 
it tightly. Hunn gently pulled up the 
line and a few seconds later, the watch 
was safely in his pocket. 


OOR OLD EARTH! Up to now 

the rotation of our planet has been 
the basis of all human calculations of 
time. Now it appears that Earth has 
a thing or two to learn. 


A new, commercially available 
atomic clock, the Atomichron, ticks 
away at more than 9 billion mega- 


cycles a second and won't perceptibly 
vary in 3000 years. In other words, 
it’s more accurate than Earth itself— 
more accurate than “Time”! 

We hope Earth won't take this news 
too hard. Doubtless it can save face 
by remembering that its movements 
will still determine when a man must 
leave home to catch the 8:17. The new 
gadget will be used only for such 
things as long-distance air and sea 
navigation and the measurement of 
velocity for scientific research. 
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JEWELERS 
HAVE 
CONFIRMED..... 



















everything we said about this little 
booklet. Their orders for it have run 
into the thousands and every mail 
brings -more. For those of . you who 
have not yet ordered copies —or would 
like to order more—there is still time. 
It’s valuable, of course, not only for 
the Christmas ‘season but for all- 
vear-through—and not only for the 
beginner wis also for the more 


experienced salesperson who needs 


Fitting into 
SELLING PICTURI: 


PRICE FIFTY CENTS A COPY 


to ‘brush up.’ , 
r (coupon page 





and satisfying things to sell. 


monds, nv matter how hard I try.’ tag on the piece of jewelry you are 

That is true, but it ts not neces- showing, carries the fair and honest 
sary that YOU provide the answers. price for that particular diamond 
It is merely necessary that you piece. 
secngemadlion « mop which have it was bought for your store’s 

ft sotenoaares ties stock by someone in the organization 
For example, when the customer who is a connoisseur, has the “know- 
how” on fine gems. He, in turn, 
bought it from a dependable source 
from which he has probably been 


enters the store, he, she or the young 
couple, have a rough figure in mind 
s to what they want to spend fora 
liamond. When you offer a piece for buying diamonds for years 
consideration there arises in He has bought it on the basis of 
minds even if they don’t ex 
ss it aloud the question, “Will I 
t my money’s worth?” 


the following quality factors which 

determine the value of diamonds; 

things you should tell your customer. 
Now if you have confidence in the . 

integrity of the principals of the Size is by Weight 

store in which you are working, you 1. Size: Diamonds are sold by 

can take their word for it that the weight, by the “carat.” The carat 


5 











Copyright 


For exa 
a half a earat. 
However, a 


wort! 


COLOR of the 


Cutting Perfection is Important 


2 ( it: The legrer ' ne} 


Finest Stone is Crystal Clear 


Althoug! diamon 


flects 

fine color 

erystal-pure dro 

more nearly it resembles 


finer it is in color. It takes 
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o grade the more th: 


of white, identified in 
s though on some of the bas 
olor stones, tending toward yel- 

d brown, the off-color 
the untrained. 


Is eV 
] 
should becom«e invoiveud 


n the 
you | 
a customer on any such 
aspects, be quick to Call 
cperienced sales person 
ke ove! 


Nature is Rarely Perfect 


larity: The clarity, or degre« 

lessness, of a stone is one of 

questions in the mind of the 

nd customer. It is best to first 

; on him that rarely is nature 

absolutely perfect. However, in dia- 

is the fewer and less important 

im pe rfections, the better the 

tO! from this standpoint. If such 

imperfect as a spot of carbon, 

a feather cannot be 

-time magnification, 

< ean be classified as flaw- 

Of course, point out, if you 

fied the flaw under a ten- 

power loupe, how the flaw cannot be 

seen by the naked eye and has little 

apparent effect upon the over-all 
diamond 

the 


the highlights on ‘ 


diamond values, in 
your customer is interested 
nd which you should explain, but 
be careful you do not over-extend 
your limited knowledge. Be ready 
our customer over quickly 
a more experienced person a 
soon as you begin to feel you are 
“setting in over-your-head.” 
In closing we refer you to page 
24 in this book explaining some « 


the fundamental quality factors and 


technical terms involved in diamonds. 


eeet*eete. ee@¢ @@ es 
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e Congratulations. You are now part of one of the world’s oldest and 
most respected trades. As one in the jewelry business it is your privilege 
to sell, not just pieces of merchandise, but gifts which will serve as 


symbols of love, affection and friendship. It will be your pleasure to 


counsel on the selection of pieces which will convey, far better than 
words, life’s finer sentiments. 

You understand the underlying human emotions which activate the 
desire for jewelry, for you have given or received jewelry store items 
yourself, This is fortunate, for it is as important to /ove the merchandise 
you are selling, as it is to know it. 

Of course, the better you know it the more effective will be your 
selling efforts. 

For that reason, we present on the following pages, highlight infor- 
mation. The articles are not detailed treatises, they are not scholarly 
presentations. They are capsule courses, easy to read and digest, 
providing background material which will give you greater confidence 


as you face your prospect across the counter. 


We have prepared this presentation so it will make interesting reading 
for you. It will enable you to offer a more sparkling and better informed 
sales talk as you present the fine merchandise you are now privileged 


to offer. 
Good fortune to you. 


That’s the beat of the delicate 
“heart” of the watch... 
ciwilization’s marvel. 


“Time is the liliar as a new salesman 
made.” Ce than am th jewelry store line 
tches, those remarkable You own one vourself (perhaps two) 
ontained machines whict as do the majority of people. Also 


produce an important you have pretty definite ideas as to 


‘stuff” which continues what you want in a watch—as do 


stores aS going bus mo 


st of the people you will meet as 
is, therefore, important customers. 

ive a good foundation in wane interest tn 
principles of selling watches. . vill find the information 
Watches are most likely more fa- pages very intriguing. 
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Jewelers is the Watch Store 

Now, the jeweler has always en 
joyed public confidence as THE au- 
thority and THE source for good 
watches. This confidence is the jew- 
eler’s (and your) strongest selling 
appeal over the competition of “bar- 
gain-price” stores which are not tra- 
ditional distributors of watches 
Your selling has this “head-start’ 
advantage with price-conscious cus- 
tomers. 

From your new point of view be- 
hind the counter, as well as for the 
average customer on the other side 
of the counter, a watch is a highly 
technical and complicated piece of 
mechanism. But that is no concern 
of yours; leave that to the watch- 
maker. Of the explanations you may 
be called to give, few will be of such 
a technical nature as to bother you. 


Jewels as a Basis of Watch Quality 

As for the public, a generally ac- 
eepted yardstick on the value of a 
watch is the number of jewels. The 
jewels in a watch serve as bearings 
for certain moving parts, protecting 
those parts against wear. In the 
continued accuracy of the timekeep- 
ing qualities of a watch, their func- 
tion is invaluable. 

A 17-jewei watch is generally con- 
sidered as having all the jewels 
needed to protect the points of 
greatest wear. Some watches have 
additional jewels functioning in con 
nection with other, but less active, 
moving parts. 

However, comparing the quality 
of watches by the number of jewels 
only, is like comparing a car by its 
number of cylinders. A Ford and a 
Cadillac both have eight cylinders 
but there’s a vast difference in the 


quality of performance and the 
length of top efficiency provided by 
the motors of the two. There is also 
a great difference in qualities of 
watches, governed by other factors 
than the number of jewels. Chief of 
these is the workmanship, not only 
on the parts, but also on the assem- 
bly of those parts and the adjust- 
ment of the completed movement 
There are watches that are mass- 
produced by manufacturers who are 


’ 


to a price” — others 


producing 
which are mass-produced but to 
higher standards, and then there are 
those watches that are made in lim- 
ited quantities under extremely care- 
ful and precise manufacture. That 
is why watches are available in 
qualities all the way from run-of- 
the-mill to the finest precision-made 
qualities. That is why, too, there is 
such a wide range in prices. 

This applies to both American and 
Swiss watches if the question of 
“which is the better watch” ever 
comes up. Both countries produce 
fine watches—both countries make 
cheaper lines. The country of origin 
alone is therefore no criterion in the 
selection of a watch. 

You will soon learn the names of 
the watch lines your store carries 
and recognize the quality and price 
brackets of each. The average jew- 
elry store stock will be made up 
mainly of good quality watches with 
most of them priced in line with the 
economic status of its customers. 
There will also probably be a repre- 
sentation of some of the very high- 
priced fine quality watches which 
appeal to those customers who want 
only the best. There will also be a 
stock of low-priced watches for those 
customers who want a timepiece to 


meet the demands of work or play 


Know Your Store’s Guarantee 

An important factor in selling a 
watch is the “guarantee” that goes 
along with it. As each store’s policy 
on guarantees varies, it is essential 
that you be advised exactly as to 
what you can tell the customer i 
this connection. 

Another quality factor in a watch 
which governs its price is the case. 
The main purpose of the case out- 
side of its very important style ap- 
peal, is to protect the complicated 
mechanism it encases. It must be 
substantially made and accurately 
fitted. The case may be of karat 
gold, gold filled or a combination of 
gold front and stainless back. Plat- 
inum or palladium is used in the 
higher-priced and high-styled watch- 
cases, particularly those which are 
diamond set. The material used in 
the case reflects importantly in the 
price of the watch. 


Special Feature Watches 


Interesting 

In every jeweler’s stock you will 
also find at least some special-fea 
ture watches, such as the calenda) 
watches, chronographs or “timers,” 
automatics or self-winders. Other 
popular qualities, built into many 
present day watches, make them 
shock resistant and water resistant. 
Ask your watch repairman in the 
store to point out to you how these 
features are built into a watch. 

The latter “self-winding watches” 
are referred to as “automatic 
watches.” They have proved ex- 
tremely popular in both men’s and 
ladies’ models. 

In addition to pocket and wrist 


i‘ watches, you will find that watch 


movements are cased in the form of 
attractive boudoir, travelling and 
desk clocks. They come in a wide 
price range and are very popular as 
gifts for men and women, old and 
young. Don’t forget them. 


Don't Forget Watchbands 

There is one important phase of 
your efforts in the watch department 
where you can make conspicuous rec- 
ords for extra sales; that is, in the 
selling of watch attachments. The 
millions which have been spent in 
advertising them, their practical 
value and their handsome appear- 
ance make them easy to sell. Just 
remind the person who has bought a 
new watch, or one who is calling for 
a watch that has been repaired, how 
much added beauty a handsome 
matching band will give. You'll be 
surprised how receptive and appre- 
ciative most customers are for your 
suggestion. 

The foregoing information hits the 
essentials you need to shape your 
selling conversation. Naturally, you 
will go on from here and pick up 
additional information from the ex- 
perienced salesmen in the depart- 
ment. Also, some of the watch man- 
ufacturers provide the jeweler with 
illustrated, easy-to-understand ma- 
terial for counter use. Such infor- 
mation will be not only a source of 
more detailed information for you 
but also a help in pointing out to the 
customer the quality factors inher- 
ent in a good watch. 

For, remember, unless you sell 
your customers the finest watches 
they can afford, in line with their 
needs, you have only made a partial 
watch sale. 


of as many clocks as possible. Your 
employer has manufacturers’ liter- 
ature on clocks. Take time to study 
this. The things you learn will make 
interesting sales conversation and 
will give you confidence in yourself 
—and a confident sales clerk inspires 
confidence in customers. 

In line with this, let us suppose 
that a customer expresses interest in 
a certain alarm clock. You should 
be able to indicate quickly the out- 
standing characteristics of the clock 
being shown. For example, “This is 
a clock that would be an asset to 
any bedroom, it is so good looking 
Notice how the black dial and lumin- 
ous hands and numerals combine 
good design with the practical ad- 
vantages of being easily read, even 
in the dark. And the price is equally 
attractice. It’s only $5.95.” 

Or, then again, let us say the cus- 
tomer shows interest in a particuler 
mantel clock. If you have previously 
studied the manufacturer’s liter- 
ature, you will be able quickly to 
inform her that clock she is inter- 
ested in is equipped with authentic 
Westminster chimes, and perhaps an 
8-day key-wound movement and that 
the manufacturer has been produc- 
ing fine clocks for the past eighty 
years, 

A word of caution: If a customer 
s interested in a floor clock or any 
other unusually high-priced “once- 
in-a-lifetime” clock refer her to your 
employer or to an experienced sales- 
person at the first sign that you are 
in danger of losing her interest. 
Clocks Make Ideal Gifts 

You will fit in perfectly in your 
store's selling pattern if you always 
keep in mind the fact that clocks 


make ideal gifts for young and old, 
married or unmarried. Even if a 
customer of yours has purchased 
another piece of merchandise, sug- 
gest clocks for his or her other un- 
filled gift needs. This follow-up will 
provide you with many an “extra” 
sale. Thus, you will be helpful to 
the customer, valuable to your em- 
ployer and add to your own benefits 
in selling! 

Yes, clocks do make ideal Christ- 
mas gifts because they are utili- 
tarian and the price range is varied 
enough to meet every gift-giving 
budget. However, don’t overlook 
the fact that though most of those 
approaching you will be seeking 
Christmas presents,many others will 
be seeking gifts for other occasions. 
Weddings, birthdays and anniver- 
Ssaries occur every day the year 
‘round, and clocks provide an unlim- 
ited choice of gifts for these occa- 


S510ns,. 


Ideal for Frustrated Gift Seekers 

During the holidays you wil! en- 
counter numerous “uncertain” shop- 
pers, hungry for ideas on “what to 
give.” In dealing with this type of 
prospect ask about the person for 
whom the gift is intended. If for a 
man, you can recommend a desk or 
a travel clock. If for a woman, a 
boudoir, wall or kitchen clock. If it 
is for a family, your field is un- 
limited. 

One of the really satisfactory 
qualities of a clock as a gift is that 
the recipient is reminded of the 
giver every time he looks at it. 

So it is that the selling df clocks 
can be a satisfying experience. Give 
it your interest and you will be 


richly repaid. 


@ Long before you knew what a dia- 
mond was, before you recognized a 
watch as anything but a ticking toy 
-——you were familiar with the shape 
and purpose of flatware. Having 
used it all your life, you have a 
familiarity with flatware which 
gives you a headstart in selling it 
effectively. 

Because women in particular have 


Whether the gift is 
for a bride of today 
or yesterday, the wide 
selection of Flatware, 
enables you to suggest 


proper pieces. 


read of royalty and romance from 
girlhood, where fine silver has al- 
ways been associated with social suc- 
cess, all women must have fine table 
flatware before they feel socially 
secure today. This desire, created by 
traditional forces as well as national 
advertising, can make your service 
in the silver department a pleasant 
experience. Your work should also 
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@ Of all the varied merchandise 
found in the jewelry store, you will 
feel most at home with clocks. You 
will feel at ease — completely con- 
fident — in selling this product. This 
because you are familiar with clocks, 
have several in your home, have ac- 
tually bought.them for your own use 
or as gifts. 

But now you find yourself on the 
other side of the counter—no longer 
a buyer but a seller, perhaps afraid 
of the technical questions some cus- 
tomer might ask you. .But to sell 
clocks you do rot have to be a tech- 
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be comparatively easy because there 
is a minimum of technical data nec- 
essary to the presentation of silver- 
ware 

However, if the customer should 
ask some technical questions, 
having the right answer at 
will be helpful to you — and you: 

, 
customer's reaching a favorable de- 
cision. 

As you know, fine silver is often 
passed on from one generation to 
another, becomes a family heirloom; 
so customers usually select with 
great care. 


Sterling is a Standard of Quality 
Of course, you know what sterling 
is. This is an alloy of silver which 
is as pure as practical for tableware 
use. Pure silver is too soft, so it is 
alloyed to make “sterling” 
which is beautiful yet strong. 
Silverplate is made by electro- 


silver, 


plating of pure silver on a base of 
nickel-silver, the latter an alloy 
which is hard, tough and near the 
color of silver. 

Stainless steel is made from esape- 
cially balanced alloys designed pat 
ticularly for use in table flatware 
As there are several alloys, refer to 
the manufacturer’s literature. 
There are two other trade words 
which you will be using frequently: 
flatware and hollowware. 

Knives, forks and spoons are des- 
ignated as flatware. Everything 
else, such as tea sets, bowls, dishes, 
trays and similar items are hollow- 
ware. 

But of more importance than all 
the silverware technical information 
you can absorb is your development 
of the proper silver selling attitude 
Actually, selling tableware is a tech- 
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ality 


Clocks are 


nician or a dynamic salesman. How- 
ever, you do have to appreciate 
clocks for what they are: sturdy, 
dependable, accurate keepers of the 
time of day. There are many things 
about clocks you already know, for 
example, some are spring-wound and 
others are electric. There are some 
clocks — usually the smaller ones 
(desk, boudoir and traveling) which 
have watch-type movements and 
many are equipped with jeweled- 
lever escapements. 


Take Inventory of Your Clocks 
Before you attempt to make any 
clock sales, leisurely study the 


nique—a frame of mind in whic! 
forget yourself. 

Customer Visualizes Silver 

in Home 

The person standing 
counter from you is maki 
sion of semi-momentous proportio: 
She does not see the flatware you ar: 
presenting as one piece or even as 
a place setting. She sees it as part 
of a beautiful table setting in her 
own home, as a symbol of her own 
personal quality and graciousness. 
Because of this, your approach to 
prospective silver customers should 
be friendly and full of understand- 
ing for the customer’s mood 

To be helpful as possible, you 
should become well acquainted with 
the variety of flatware in your store 
See for yourself why some patterns 
cost more than others Note the 
finer detail in some of the designs 
Note the smooth finish where the 
bow! of the teaspoon flows into the 
handle. Note, too, the greater weight 
(more sterling used) in the more ex- 
pensive sterling patterns. When it 
comes to plated ware also, 
eertain brands of 
carry additional 
of greatest wear. 

In the case of stainless steel 
ware, note that the finer qualities are 
graded, that is, thicker at the lowe) 
end of the handle, tapering in thik 
ness toward the ends. Note, too, the 
fine hand finishes which make these 
pieces worthy of use in the finest 
households. If your store carries 
stainless flatware, it would be well 
to have the jeweler tell you more 
about the line he carries. 

You should, of course, know the 


correct use of different pieces and 








everywhere, everyone needs them, 


every adult finds them acceptable. 


models on the shelves of your store 
You will probably be impressed by 
the wide variety of clocks in stock. 
For, there are clock styles to fit 
every purpose, room and budget. 
There are, you may have already 
noticed, magnificent floor clocks — 
precision timekeepers which are also 
fine pieces of furniture. You will 
also see in the clock department a 
wide variety of smartly styled 
kitchen clocks, cuckoo clocks suitable 
for the rumpus room or den, unique 
desk calendar clocks which give the 
date, hour and minute at a giance, 
clocks in combination with barom- 
eters and thermometers. And in the 


how a table should be set. 

In presenting a pattern of flat- 
ware, state the name of the manu- 
facturer, the line “Oneida’s Com- 
munity Plate” or “International's 
Holmes & Edwards”—or “Reed and 
farton’s Sterling,” et« 

One important thought to 
to your customer is that, wh 
pattern you are showing may be of 
some particular period or style, if 
will probably be harmor ious with all 
other designs of china or crystal. To 
a customer who raises the question 
of “rightness” of a particular pat- 
tern in relation to her home furnish- 
ings and architecture, you can truth 
fully say, “Any silver pattern th: 
you really love is appropriate 
your tabl 

The moment the customer decid 
upon one pattern, put aside all others 
and concentrate on her sel 
facilities permit, set a dinner 
butter plate and a goblet on 
so that she can visualize how 
silverware will appear on her o 
table. 


Complete Sets or Place Settings 

When people buy silver plate, they 
usually buy an entire service. A set 
vice for eight, for instance, would 
usually include eight knives and 
forks, eight butter knives, eight 
salad forks, eight teaspoons, eight 
soup spoons and a few individual 
serving pieces. 

Sterling silver purchases, however, 
may follow a different channel. Here 
it may be to your advantage to talk 
in terms of “place settings.” A single 
place setting is made up of a knife, 
ork, butter knife, salad fork, tea- 
spoon and soup spoon. 


In additional, there are a great 


realm of the unusual, you will notice 
such unique timekeepers as 400-day 
clocks and clocks which run from 
energy created by atmospheric pres 
sure. For a clock that is different 
there are those clocks without hands 
which record the time in figures. 
Then, of course, the floor clock 
ranging in style from traditional 
grandfather clocks to those designed 
to fit in with the most modern in 
interior decorative schemes. 


Study Manufacturers’ Literature 
Now if you are to sell clocks ef- 

fectively you should make a point of 

memorizing the outstanding features 
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variety of flatware pieces which 
match staple patterns and are esse 

tial to a truly complete service, suc! 
as gravy ladles, salad servers, oli 
forks and cold meat forks. 


Individual Steak Sets Popular 
There has been a tremendous 
growth in the public’s desire fo 
finely made table cutlery, particu- 
larly recognized as “steak sets.” 
These are individual place knives 
made of finely honed vanadium stee! 
in the quality sets. Matching in¢ 
vidual place forks are also availabl 
and, of course, carving sets. Thes« 
special items are not to be over- 
looked especially as gifts for mer 
women or families who “have every- 


Thing 
‘ ca 


Don't Forget Holloware 

Highly popular gift items, espe- 
cially at Christmas time, are pieces 
or sets of silver hollowware. For tl 
undecided shopper who is seeking 
that “extra-special” gift, nothing 
can be more satisfactory than hol 
lowware. Also satisfying is its wide 

range 
is an opportunity open to a 
clerk n selling hollowware whic! 

s prover ts appea! That 

istomer is interested in a | 

of perhaps five pieces 
nayed by the total price, 
the purchase 
perhaps the tea 
alone point ng out 
he completed hy ad- 
rchases at a later dat« 

n closing we remind you to stud 
vour stocl For your work in tl 
ilver department will be a pleasa 
experience if you come to love sil- 


verware for its beauty. 





© The table top is as 
the influences of fashion : 
other part of the home. This 
not only of the items used 
also of the manner in which 
pieces are presented and used 
tunately, you have some fum 
background facts on th sub) 
The object of this article is to 
quaint you with other pieces of it 
formation which you can use to im 
press your customers with youl 
knowledge of “Table Top” fashior 

Perhaps you may now know the 
difference between china and earth 
enware, between blown glass and 
pressed, and between a cut or etched 
design. If you don’t, ask to be show: 
how you can easily recognize the 
distinguishing characteristics 

Such fundamentals of the business 
you need to know. Thus, to simplif 
your problem, you will find in th 
glossary at the back of this book, a 
list of china and glass terms—terms 
which will give you a_ working 
knowledge sufficient to carry you 
through most sales 

Just as important as technical in 
formation is your understanding of 
the customer herself. Let us take a 
look at her. If she is buying for het 
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An Expert Has Tagged Every Ring 

You know, too. that if you haa to 
learn by just studying a lot of dif 
ferent colored stones in a ring tray 
vou couldn’t tell one stone from an 
other. But don’t feel too bad about 
that because an expert has tagged 


each of those items in your stock, so 


you can’t go wrong. Every store 


: ‘ 


its own system of -identification 
tagging which you should ask 
have explained to you 
The bulk of the colored-stone bus 
‘SS in the average } welry store 1s 
the less « xpensive stones Thes« 
usually set in birthstone or other 
of rings and in moderately 
iced jewelry ie high priced 
precious colored gt n ire 


sold in the diamond department 


Be fore we vO to the colored 


stones a word is in order regarding 
the current fa 
pearl strands 
Simulated (i 
low in pri 
with the aid of man) 
tremely popular, havi 
of oriental pearls pul 
modest price, mat 
ble to the great ma 


ican Mat! ket 


Three Categories of 
Colored “Stones” 
Colored “stones” 
fall into three main 
Genutne stones, those 
2. Synthet 
reproducti 
al vems ¢ he) 
and 3 / 
made reproduct 
but do NOT haves 
‘ 


Mmracts 


own use, she will be In one of three 
distinct groups: 

1. The young brides-to-be. 2. The 
brides-of-yesterday, or 3. The young 
teen-agers who will be the brides of 
tomorrow. 

If your customer is a bride-to-be 
you may find that she is listed in 
your store’s Bridal Register, where 
she has registered her choice of pat- 
tern in silver, china and glass. If 
she hasn’t so registered, suggest 
that she do so. Thus, her friends, 
seeking a Christmas or wedding gift 
can know what pieces she possesses 
and others she would like to have 
presented to her, in her favorite pat- 
tern. For those in this group the 
most convenient way to assemble a 
vomplete set of china and glass is by 
place settings (the basic number of 
pieces needed to serve one person) 


the genuine. Whatever the stone in 
a particular ring or piece of jewelry, 
you can be sure the jeweler has it 
correctly identified and marked so 
you can safely transmit the infor- 
mation on the price tag to your cus- 
tomer. A glance at either the tag 
or the stamping inside the shank of 
the ring will tell you the quality of 
metal in the ring. 

Just a short time ago you were 
on the other side of the counter 
You didn’t want a lot of detailed 
scientific, technical information you 
couldn’t understand and wouldn't 
remem be1 

Your customer wants to know and 
should be told if the mounted pieces 
have genuine stones, synthetic, o 
imitation. In the case of a birth 
stone, he, of course, should be di 
rected to the correct gems or colors 
for a particular month, and perhaps 
the historical significance of that 

You don’t have to be a 
walking information library to be 
able to advise your customers on the 

birthstone in each of the 12 

just refer to the list in the 
at the end of this book 


Christmas is an appropriate period 


for suggesting heartwarming and 


acceptable gifts of fine china or giass. 


A Simple Routine of Selling 
Allow your customer a free rein in 
inspecting the china and glassware 
patterns available. Direct her to 
your display racks, tell her the 
prices of each design so you can de- 
termine the price area of her inter- 
est. When she expresses a prefer 
ence for some particular design in 
china, then pick a design of glass- 
ware that you think looks well with 
the china, select a place setting of 
silverware in her pattern and actu- 
ally lay out a complete place set-up 
on a napkin spread on the counter. 
If your store has a cloth-set table 
for this purpose, so much the better. 
The customer has a pretty good 
idea about what type and price of 
china and glassware she wants be- 
fore she enters the jewelry store, has 
frequently in mind a particular pat 


Alternate Birthstones for 
Some Months 

You will note on glancing at that 
list that some months have more 
than one stone. March, for example. 
Aquamarine and bloodstone are both 
listed as birthstones for March. This 
is to provide a selection for that 
month which would offer a mascu- 
line as well as a feminine stone 
Aquamarine does not adapt itself to 
wear by men so the males are given 
an alternate stone to wear that bet- 
ter lends itself to men’s jewelry. 

Further information of a general 
nature regarding the characteristics 
of the various gemstones is going to 
be a help to you in selling stone-set 
jewelry. However, this material is 
not of a technical nature, but simple 
facts that are informative for the 
customer — things he would like to 
know, things that provide selling 
conversation. 

What are the various colors avail- 
able in the different gemstones? 
What are the various shapes or cuts? 
Again it’s all in the glossary at the 
end of this booklet. 


Pure Gold is 24 Karat 

Most of the rings and jewelry with 
which you'll come in contact will be 
made of gold in some form. The 
higher priced items will be of karat 
gold in various qualities—10, 14 or 
18 karat. Pure gold is 24 karat, too 
soft to wear well, so it is mixed with 
a harder metal. Thus, jewelry 
marked 14K is 14 parts of gold to 
ten parts of hardening metal. You 
will find most rings 10K or 14K 
gold, seldom 18K or softer. This is 
hecause rings take the hardest wea 
of any jewelry and softer alloys do 


tern she previously selected from a 
national advertisement. So, you 
have only to guide her gently toward 
appreciating some particular ones in 
your stock to close a sale. 


The Finest Prospect 

This is true particularly of those 
customers in the No. 2 group, com- 
posed of women who are brides-of- 
yesterday. Older than the brides-to- 
be, this prospect has probably longed 
for years to have a beautiful set of 
really fine china and glassware. She 
has also probably studied all the 
women’s homemaking magazines and 
is in a position to know what she 
wants. What is more, she has the 
money to buy it. Such a person is a 
prospect for eight or twelve place 
settings in china and glassware. This 
customer is in the age group where 
you may find her in search of a suit 
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not wear as well. Other jewelry will 
be made of platinum and palladium, 
both white metals, both noble metals. 

You will notice that some jewelry 
is stamped as Gold Filled or Rolled 
Gold Plate. Such stock is made of a 
layer of gold (of some specific karat 
quality) bonded on to a base metal 
It wears extremely welF; much, much 
longer than gold-plated jewelry 
which is made of a base metal elec- 
trically plated with gold 


Variety of Colored Stone Jewelry 

Speaking of the variety of metals, 
suggests a particular line of jewelry 
which is good to keep in mind as a 
gift suggestion, i.e., emblem jewelry 
of all types which is made in various 
kinds of metal, plain and enameled, 
colored stone and diamond set 

There is, of course, much more 
you might learn but the information 
here will provide you with a conver 
sational knowledge which will equip 
you to feel more comfortable and 
confident as you earn yourself the 
pleasure of a_ successful selling 


season. 





able pattern for her daughter. Also, 
she may be calling on you to check 
your Bridal Register so she can 
select a suitable gift in the proper 
pattern for a young bride who may 
be a friend or relative. 

The young teen-agers just laying 
plans for their hope chests make up 
the No. 3 group. A girl in this 
group will probably buy only a few 
pieces, but she will return several 
times during the next few years be- 
fore her marriage for additional 
pieces. Valuable to your store, she 
deserves your courtesy, patience and 
help. 


Coordinate — Sell All Three 

One thing to remember is that a 
china prospect is also a prospect for 
silver flatware and glassware — all 


keeping in mind that though certain 
designs on silverware, china and 
glass can be considered as matching 
(a floral design with a floral design 
—Oor a geometric design with a geo 
metric design, for example) it is 
quite proper and in good taste for 
all three to be of different patterns 
Of course, extreme mixtures, such 
as a California-modern china and an 
antique-type fancy rococco pattern 
of silverware should be avoided. 
Study the information in the glos- 
sary at the back of this book. Study 
your stock in connection with the 
material presented here and also the 
information provided in manufac- 
turers’ literature. Equip yourself 
as well as you can with knowledge 
Then approach your customers with 
the pleasant thought that you are 
going to share an enjoyable experi- 


three are necessary for a fashionable 
table. In this connection it is worth ence with them—and you will. 





Colored germs, and jewelry 
are deeply significant 


(CO } 
in | \ {hn symbols to the wearer. 


ya ong SETTING. +. 2. 3. 4. 5 ore respectively: Coree NFORMAL DINNER. Set 
embler wp ond saucer. A . 
er. te trite soup spoon fer cores! tumbles 1 repia 
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-- C) (3 @ Colored-stone rings and jewelry necklaces for women; links, studs 
(, : j 
- (+) constitute one of the most interest- and tie clips for men. 
ing lines in the jewelry store. You Of course, now that you are faced 
yourself, have probably been fas- with the problem of intelligently 


cinated many times by such displays selling jewelry set with colored 


te f pom — 
| | n ©) i itr th of colored stones and pearls in jew- stones and pearls you may think to 
ma sae elers’ windows. It’s likely you have yourself—“Why I don’t know one 
apy. also been intrigued by the way these stone from another. All I know is 


coctte:! L DINNER. Trpletold soptin, and setting obo 
stones and pearls are used alone or 
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ered be mow course G ond H optional tor tru:t or seetoed coctted | in combination to create beautiful an emerald green, and a pear! is 


depend.ng on toed served ot first course 
rings, bracelets, pins, earrings and white.” 











Lighters Offer Wide Selection 
One is quick to think of the de- 
sirability of cigarette lighters. There 
though that customer may have en- are types especially designed for 
tered your store for some .upecific pipe smokers, for men, young and 
item, he also has other unfilled gift old, but what of the ladies who are 
needs on which he would welcome a always fascinated by the efficiency 
suggestion. This should start you of the modern pocket or table lighter 
thinking of all the gift items in your which is characterized by cleanness 
store. It will lead you into the most and graciousness? Don’t miss this 
interesting channels of selling, en- opportunity for suggestion. 
abling you to be more helpful to 
your customer, more valuable to 
your company and yourself. Home Accessories 
One suggestion should lead to an And while we are discussing things 
other. For example, suppose you are you can sell for the home, let us 
trying to help a customer who wants look to other “extra” items in your 
an appropriate gift for a young store. Practically every jeweler car- 
married couple. You may have rec- ries a selection of “gift and art” 
ommended some table flatware, but items, frequently devotes a separate 
the customer explained that the section of the store to their display 
young couple has sufficient silver Here you will find decorative acces- 
flatware and hollowware. In that sories for the home, in glass, ceramic 
case an excellent follow-up sugges- and silver. Too, you will find flower 
tion would be a set of individual and plant vases, figurines and jugs, 
steak knives and forks. interesting novelties and gadgets 
The advantage of such a set is which will intrigue you as much as 
that it needs not match the other they will the customer you direct to 
flatware—and the price could range this area. Prices here frequently 
from that of a four piece set of start at one dollar and go up as high 
steak knives only, to any number of as the nature of the store’s clientele 
steak knives and matching forks. dictates. (Continved on next poge) 
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Jeweler Offers More Than Jewelry 
Also, thousands of jewelers today 
carry comprehensive lines of elec- 
trical appliances. Still more jewelers 
carry representative stocks of the 
less-bulky household electrical acces- 
sories, such as table model radios, 
clock radios, electric razors, toasters, 
irons, grills, mixers and coffee-mak- 
ers. Make yourself familiar with 
those items of this type carried in 
¢ Did you realize before you be- your store and celiieadadhe study 
came a part of the business that the the taiemenatinn tue. the war 
jewelers’ stock goes so far beyond lets, the leaflets, and the instruction 
just diamonds, watches, tableware eatin tun. tenn Sinem: thi, tne 
and jewelry? A casual trip of ob- manufacturer has supplied in con- 
servation around your store will pattien with than. Snaw wher the 
enable you to make a mental invem- ssn deen how it dees it ond dem- 
tory of the many lines carried, enetunte ite fectuses to the enste- 
every one of which enables you to in- mer. If there is something about the 
crease the total sale to each of your performance of the piece you do not 
customers. You will discover watch understand, ask the bess te shew 
attachments, compacts, manicure you. 
sets, pens and pencils and desk sets, 
china figurines, ornamental glass- Opportunities for “Extra” Sales 
ware, leather goods, decorative cer- So, before you say good-bye to 
amics and perhaps accessories for your customer, after having sold 
the bar and kitchen, him something, remember that 


Glass, Metal and Ceramic 
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Personal leather goods, such as 
wallets, Key cases, and handbags are 
stocked by the average to large re- 
tail jewelry store — again a line 
wherein you can move with your 
customer to meet a wide variety of 
gift needs at varying ices And 

pleasure ll such 

il pieces. And so you should 
throughout your store discov- 

ng and studying those many items 

d lines you probably never asso- 

ated with jewelry stores. They are 

important. Collectively, they add 
ip to 12 to 15 per cent of the aver- 
age jewelry store’s volume. They 


can represent an interesting part of 


your job—should not be overlooked 
by you as the means of valuable 
sales. 

We suggest you look over the ads 
and articles in the various issues of 
THE JEWELERS’ CIRCULAR-KEYSTONE. 
teing recognized as the leading na- 
tional magazine in the jewelry field, 
it carries the greatest number of 
ads and articles on jewelry-store 
subjects—therefore, it contains more 
information for your guidance than 
any other single source to which 
you could turn 

Truly, in the “extra” lines carried 
by the jeweler there lies for you 


opportunity unlimited 


a GLOSSARY 


selling information 


Without going into too technical aspects 
of the warious items sold in the jewelry 
store, there are certain basic facts 

you should know. The following glossary 


wrill help you do a 
better selling job. 


) of the balance wheel 
CINE t or snapped 
SSISTANT. A watch is 
‘ ) car’ ” : . 


ie : i 


of seal. 

WATCH ATTACHMENT. Watch- 

hand either leather ) etal, are 
rmed under the gen heading 


“attachme! 


China and Glassware 
Dinnerware 
BONE CHINA 
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lor 
CHINA. Hig! 


e¢ 


pencil 

EARTHENWARE 
cCiaVwW re Wi 

! ire } 


EMBOSSMENT 


GLAZE 4 gla 
| brilhanes 
OVERGLAZE DECORATION, Ds 
’ ippled atte? the ware has 
rilazed Gold, for ex- 


] ” | 
ayy eq overgziaz 


Diamonds 


Popular Shapes of Diamonds 


BRILLIANT (top view) has 58 
facets which are cut exactly the 


PIN MARKS. Marks on the bottom 
of ware left by the pins which sup- 
port it during its firing. These are 
not defects 


PORCELAIN. Used synonymously 
with china for fine ware. 
TRANSLUCENCE. A characteristic 
of true china. The shadow of the 
hand should be clearly visible 
through a china plate held up to 
the light. 
UNDERGLAZE DECORATION, De. 
signs applied after the ware has 
been fired but before it has been 
glazed. 
Glassware 
BLOWN GLASS. Ware formed by 
blowing molten glass at the end of a 
blowpipe and shaping it with hand 
y blowing it into a mold. 
OR FLASHED GLASS. 


fect obtained by 


ve 

glass bubble of one 

another color. A 

tained by cut- 

gh the outer layer 

t liflferently ilored inner layer. 
CRYSTAL, Traditionally the highest 
li th a very high 


( 


rated with de- 

i the glass with 
ghiy revolving grinding wheels. 
LEAD GLASS. Top quality glass- 
. e given brilliance, weight and 
resonan \ lead content. 
PRESSED GLASS. Technique de- 
eloped in Sandwich, Mass. 
STEMWARE. All of the 
lettin oft ware 


= i 


vlassc rced on the table oy for 
Some of t 
4 , 


» classified as “stem- 


liquors he new high-based 
; »y byl } 
! eT are ai 


although they may have no 


4 


same whether the diamond is large 
or small. In very small stones the 
culet, or tiny facet at bottom point 
of the stone (see illustration below), 
is sometimes omitted. 
(Side View) 
oe. Table (top facet 


b. Girdle WN 
c. Culet (bottom focet) “ec 


Ae -~- 
Ay sos 


EMERALD CUT is rectangular in 
shape, has 58 facets. Facets are 
polished along the sides and diag- 


onally across the corners. 


MARQUISE is elongated version of 
the brilliant with 58 facets. Propor- 
tion of width to the length varies 
slightly according to the shape of 


the rough. 


BAGUETTE is a 25-facet cut which 
is used for decoration and as comple- 
men ary stones to the central or 
main diamond in rings or combined 
with other cuts or stones in elaborate 
jewelry designs. 

FACET. Polished faces on the cut 
gem. In a brilliant-cut (round) dia- 
mond, the most commonly used cut, 
there are 58 facets—32 (plus the 
table) above the girdle; 24 (plus the 
culet) below. 


’ 


Kove Yun 


Popular Shapes of Colored Stones 


OVAL 
Faceted 


or 
Unfaceted 
ROUND 


Faceted 


or 
Unfaceted 


OCTAGON 
Faceted 


or 
linfaceted 


O) 
& 
| cynion 
6 


or 
Unfaceted 
ANTIQUE 

or 
Untoceted 


Unfaceted Cuts (Side View) 


BUFF TOP 
t comtecaal FLAT TOP 


a conan 
Cao intaciio 


The cabochon form of cutting is 
used for certain stones in order to 
bring out some form of phenomena 
such as the “stars” in the star ruby 
and star sapphire. Other opaque 
jewelry stones are c © as in the other 
illustrations above. The transparent 
jewelry stones are faceted (like dia- 
monds) and shaped in the various 
outlines shown at top. 
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‘QUI 


The more you know, the more fun and profit you'll get from your 


work behind the counter. 


After you have carefully gone over the preceding “capsule courses” 


on retail jewelry-store selling (and the glossary), test your knowledge by 


answering the following questions. 


The numbers opposite the questions indicate the page and column 


in which you will find the answers. 


Score yourself with 22 points for each correct answer. A score of 


90 would be exceptionally good. 


If your score is less than 70 it is 


suggested you go over the course and glossary again, this time more 


— 


carefully. 


Where would you look to get in- 
fermation on a particular dia- 
mond ring which you might be 
showing a customer? 

ps. 5, col, 1 

What are the quality factors 
which determine the value of a 
diamond? 

pg. 6, col. 1 


What does the word “carat” sig- 
nify when used in connection 
with a diamond? 
pe. 5, co 
What does the word “point” sig- 
nify when used in connection 
with the size of a diamond? 
pg. 6, col. 1 

Continued on next page) 
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Rings and Colored 
Stone Jewelry 


Birthstones and Their Characteristics 
and Significance 

The following information on the 
stones of the month is listed for your 
quick and easy reference. Following 
the month is listed in order the 
birthstone, principal color of the 
stone, the alternate stone of the 
month if any, the zodiacal sign for 
the month, and the stone’s signifi- 
cance to the wearer. 


JANUARY—GARNET JULY—RUBY 
o Red Red 


leo 
*' Contentment 
**Fidelity 
AUGUST—PERIDOT 
FEBRUARY—AMETHYST Soft Green 
Violet 


or 
Pisces SARDONYX 
*"Sincerity™ Reddish Brown 
Virgo 
RecH— "Married Happiness 
AQUAMARINE 
Light Bive SEPTEMBER—SAPPHIRE 
Blue 


or 
BLOODSTONE Ribce 
Green with "Clear Thinking” 
red flecks _ ° 
Asies 
“Courage” OCTOBER—OPAL 
White or Block 
PRit—D!i\ AMON or 
A es OND TOURMALINE 
T Green and other 


vrus 
**Innecence ’” 
MAY—EMERALD 
Green 


Gemini 
*“tLeve’’ end 
"Success" 


JUNE—PEARL 
White 


or DECEMBER—TURQUOISE 

ALEXANDRITE Azure Bive 

Green in Tr or 

Red in a LAPIS LAZULI 
light ork bive with 

gold flecks 

MOONSTONE or 

White ZIRCON 

Cancer Light Bive 

alth’’ and Capricernus 
“Longevity Prosperity” 


Seliino | 
QUE? 


What is meant by the use of the 
words “cut” or “make” when 
used in referring to a diamond? 
ps. 6, col. I 
What is meant by “color” when 
referring to a white diamond? 
pg. 6, col. 1 
What are the most common cuts 
of diamonds? 
peg. 24, col. 2 
8. On a brilliant-cut diamond how 
many facets are there above and 
below the girdle? 
pe. 25, col. 1 
What is the purpose and func- 
tion of jewels in a watch? 
pg. 27, col. 2 
How many jewels are usually re- 
garded as the minimum necess- 
sary for protecting the points of 
greatest wear in a conventional 
watch? 
Pg. &, col. I 
. Which is a better watch — A 
Swiss or American made watch? 
pg. 8, col. 2 
What is your store’s guarantee 
on watches? 
pg , col 
3. What characterizes a good watch 
case? 
ps. 9, col. 7 
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Silverware 


STERLING. By law, sterling must 
be at least 92.5 per cent pure silver, 
the rest is copper to produce a metal 
with the strength and durability nec- 
essary for use in tableware. 100 per 
cent pure silver is too soft to be 
practical. 

PLATED. Tableware made of a base 
metal of nickel silver over which 
pure silver is deposited by electro- 
plating 

INLAY. Process by which pieces of 
sterling silver are inlaid at the wear 
points of plated flatware; at point 
where bowl of spoon rests on table, 
for example. An excellent selling 
point to be mentioned. 

OVERLAY. Process by which an 
extra deposit of pure silver is put 
on wear points of plated flatware. 
On close examination this extra pro- 
tection is evident, should be pointed 
out to customer. 

FLATWARE, Individual place 
pieces and serving pieces of table- 
ware such as spoons, forks, knives, 
etc. 

HOLLOWWARE, All silver pieces 
othe than flatware; for example, 
creamers, tea services, trays, etc. 
STAINLESS STEEL. A _ special 
steel alloy that will neither rust nor 
stain. Used for knife blades in both 
sterling and plated flatware and also 
for complete pieces of flatware; usu- 
ally priced lower than plated silver- 
ware. 


PLACE SETTING. As sold in the 
jewelry store a place setting com- 
prises a knife, fork, teaspoon, soup 
spoon, salad fork and butter 
spreader. This grouping is made to 
provide a convenient means for the 


Name three _ special - feature 

watches. 

ps. 9, col. I 

Name one obvious opportunity 

for an added extra sale to a cus- 

tomer who has just bought a 

watch. 

pg. 9, col. 2 

Define what a shock-resistant 

watch does, and, in general, how 

it functions, 

pg. 27, col 

What is the difference between a 

jeweled-lever watch and a pin- 

lever movement? What is the 

advantage of one over the other? 
27, 2 


How can you find out quickly 
the features of the various clocks 
in your stock? 

pg. 11, col. 2 

Why are clocks particularly good 
as gifts? 

po. 12, <o 1 

Name two of the many other 
likely gift-giving occasions, be- 
sides Christmas, where clocks 
would be suitable recommenda- 
tions for you to make. 

pg. 12, col. 2 

Name 10 different places and 
applications in the home where 
clocks would be useful. 

pg. 12 2 

Give two conspicuous reasons 
why some sterling silver flatware 
patterns cost more than others. 
pg. 14, col. 2 

What is one of the distinguish- 
ing evidences of quality in finer 
stainless flatware? 

pg. 14, col. 2 


. What is one of the sales advan- 
tages in suggesting a silver tea 
service as a gift? 
pg. 15, col. 2 


| 


customer to purchase the basic nec- 
essary items of flatware by the place 
and should not be confused with the 
items comprising a setting for the 
table. The illustration below shows 
the correct setting for an informal 
dinner table. 


Quality Points of Fine Silverware 

1. Pieces heavy enough to be sub- 
stantial and strong. 

Pieces stiff enough to resist bend- 
ing—especially the fork tines. 
Delicate yet clear-cut ornamenta- 
tion. 

. Finish with true, deep silvery 
lustre. 

. Carefully finished and polished 
edges, especially between the 
fork tines and on edge of bowls 
of spoons, also on the edges of 
hollow handle knives. 


Finishes Used on Silverware 
BRIGHT FINISH. Highly polished 
on fast-rotating buff wheels. 
BUTLER FINISH. Appearance of 
old silver. Produced by first buffing 
the piece bright and then slightly 
dulling it. 

GRAY FINISH. A dull or silver- 
gray finish, whiter than butler finish 
and particularly suited to ornate 
designs. 

PATINA FINISH. A soft lustrous 
finish with a multitude of fine 
scratches imitating silver’s appear- 
ance after using and polishing over 
a period of years. 


25. What is the composition of ster- 
ling? 
po. 26, col. 2 

26. What is plated silver? 
pe. 26, col. 2 


27. What is table flatware? 
og. 14, col 

28. What is hollowware? 
pe. 14, col. 1 

29. What pieces of flatware make up 
2a “place setting”? 
pg. 15, col. 1 

30. What is a “Bridal Register”? 
pe. 16, col. 2 

31. Must the designs on the silver, 
the china and the glassware be 
identical or can they be 
“mixed”? 
pe. 15, <ol. 1 

32. What is bone china? 
pg. 28. col. 1 

33. What is earthenware? 
pe. 28. col. 1 

34. What is crystal? 
pg. 28. col. 2 

35. What is stemware? 
pe. 28, col. 2? 

36. What are the three kinds of 
“Pearls” offered to the public? 


Watches and Clocks 
JEWELS. Tiny synthetic stones 
used as bearings in a watch. Most 
of these are stationary bearings for 
the ends (pivots) of the delicate 
axles (staffs) of the several wheels 
and gears of the movement. Three 
of these jewels serve on the part 
ntrols the impulse (heart- 
watch. It is the sound 
ewels releasing and lock- 
the power of the watch that is 
“tick” of the movement. 

In cheaper watches and clocks, 
metal pins are used in place of these 
jewels (pin-lever movement) and 
while these give satisfactory service, 
they are more subject to wear than 
the jeweled movement. 

JEWELED WATCH. A term which 
distinguished generally the better 
watch from the cheaper, non-jeweled 
type 

AUTOMATIC WATCH. A watch 
having an internally rotating weight 
which moves with movement of the 
wearer’s wrist and, geared to the 
mainspring, keeps it wound. These 
rotating weights are of two types; 
those which rotate 360 degrees 
around the movement and those 
which rotate within the limits of two 
“bumper” springs. The latter type 
can be distinguished by the bumping 
of the weight against these springs 
as the watch is tilted up and down. 
SHOCK-RESISTANT. A watch is 
termed “shock-resistant” when its 
delicate “heart,” the balance wheel, 
is protected by means of a jeweled 
leaf-spring arrangement at each end 
of its staff. This spring arrangement 
allows a certain amount of “give” 
when the watch is dropped or 
bumped, thus protecting the tiny 
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Define the difference between 
genuine colored stones, synthet- 
ics and imitations. 

pe. 20, col. | 

What is the easiest way to learn 
the particular qualities of a col- 
ored-stone piece of jewelry? 

pe. 20. col. 2 

How can you tell the kind and 
the quality of the metal in a 
piece of jewelry or a ring? 

pe. 20. col. 2 


Where can you find a list that 
you can easily refer to giving 
the birthstones of the 12 months 
of the year? 

pe. 20. col. 2 


Name three generally used 
shapes of colored stones. 


~ 
s 


pe. 25. co 


Name 15 items or classifications 
of merchandise represented in 
the stock of your store beyond 
the basic staple line (diamonds, 
watches, clocks, silver and jew- 
elry), items which represent op- 
portunities for “extra” sales. 
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Use these 2 free TV films 


to promote your diamonds 


dramatic, professional productions 


each 5 minutes in length 


These two diamond films are yours to use, on a free rental basis, on TV. 


You can use each of them as a complete 5-minute show, plus your own commercial. 
Or, each may be broken up into 3 separate sections . . . with 2 two-minute 
segments and | one-minute segment, to meet your air time requirements. 

They are sound films, but the script is supplied so that your own 


commentator may read the narration, if you prefer. 


Specially produced to provide information and appealing suggestions, these films 


stimulate interest in diamonds and they can build good will for your store. 


bere 


Secrets of the Jewel Box Light Up Your Diamonds 


This film points out that. while clothes can make the This film gives professional hints on cleaning dia- 
woman, jewels can make the outfit. It shows a woman monds — how to keep jewels gleaming like new. It 


how she can use 
air of luxury. 


FOR DECEMBER, 1956 


a few good pieces to achieve an will not only awaken a woman’s interest in the jewels 
she has but in new diamonds, too. 


To obtain these TV films, on a free rental basis. 


write Hartley Productions, Inc., 339 E. 48th Street, New York 17, N. Y. 


Tie in with the national diamond promotion— 
keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 





Necklace and Chinese carving 
of lapis lazuli. Higher quality, 
more uniformly blue lapis is 
commonly used in jewelry, 
while the more irregularly col- 
ored Chilean and Siberian lapis 
is traditionally carved into dec- 


orative objects. 


Photo courtesy of The Ameri- 


can Museum of Natural History 


BLUE STONES of BAROQUES, CABOCHONS and CARVINGS 


by Dr. Frederick H. Pough 

JC-K Gem Consultant 
This is the first of a series of articles on blue 
stones that owe their color to unusual physical 
conditions instead of a blue pigment. Lapis lazuli, 
labradorite and others are described by Dr. Pough. 


® Nowhere do we find the change now grown 
customary in the supply situation (for the worse, 
of course, as supply situations are in the habit 
of changing) of jewelry stones more striking 
than in lapis lazuli, most important of the trans- 
lucent to opaque blue stones. Only a few years 
ago jewelers were accustomed to purchase lapis 
cabochons and buff tops by the pennyweight. 
Today we frequently find them billed by the carat, 
a change we have seen with so many of the less 
expensive stones. Lapis lazuli (lazurite and its 
related compounds) is a complex silicate mineral 
that is commonly associated in its deposits (meta- 

PLEASE TURN TO PAGE 59 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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DIAMOND 
PLATINUM 


4 
SEs by Raymond Abrahams 
truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address all inquiries Dept. K-47 
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Office of the President 
To America’s Progressive Jewelers: 


1956 has been another record setting year for Imperial jewelers—a record 
amount of advertising and Publicity at both local and national levels, a 
record number of jewelers featuring Imperial Cultured Pearls, and record 
Imperial sales throughout the country, 


Today—more than ever—as a result of years of constant growth plus 


a 
national advertising tie-in With your effective local promotions—“Imperia]” 
has become Synonymous with “Cultured Pearls” throughout the United 


States. 














For your cooperation in this unprecedented achievement, | am deeply grate- 
ful. I pledge that, as in the past, Imperial Cultured Pearls will be sold 
only through legitimate retail channels, 


My sincerest wishes for you for a Happy and Prosperous New Year. 


Cordially, 


IMPERIAL PEARL SYNDICATE. INC. 


Prete 


Joe Goldstone, 
President 
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rtcarve 


DIAMOND AND WEDDING RINGS 





HAVE BEEN AWARDED A 


DIAMONDS U.S.A. AWARD 


wif of Losin 


This distinguished honor is further recognition of Artcarved’s leader- 
ship in creative styling and ring craftsmanship. And Artcarved’s 
unique Permanent Value Plan, which guarantees each diamond's 
value for a lifetime, provides an added reason why Artcarved* has 


been the first name in fine rings for over 107 years. 


J.R. WOOD & SONS, INC. 


216 East 45th Street, New York 17, N. Y. New York e London e Amsterdam ¢ Antwerp 


*Trade Mark Reg. Copr. 1956, J. R. Wood & Sons, Inc. 
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LOW PRESSURE SHOWMANSHIP 


ACT XII OF 


Showmanship in Business 


By Zenn Kaufman 





HOW’S YOUR SHOWMANSHIP? 


Each month our autographed copy of Show- 
manship In Business is given for the best ex- 
ample of showmanship sent in by a reader of 
Jewelers’ Circular-Keystone. Tell us of some- 
thing you’ve done—or even something you’ve 
seen that has helped add that extra touch of 
dramatic interest. 











® When you hear the word “showmanship” you 
quickly think of Barnum, hokum and high-pres- 
sure selling. You picture an oily-haired real 
estate salesman high-pressuring an old couple 
out of life-long savings in exchange for an acre 
of first-class swamp land. In fact—the word 
showmanship has even carried a certain flavor of 
dishonesty. 

Let’s analyze this conception and see that it 
is not necessarily correct. Only 3¢ out of the 
American amusement dollar goes to the circus. 
97¢ goes to the other forms of entertainment— 
primarily for TV, radio, stage, screen and sports. 
So, obviously, it is to these great shows that we 


04 





FREE—The Showmanship Yardstick 


Send a self-addressed, stamped envelope for 
your free copy of The Showmanship Yard- 
stick .. . a 12-point check list of the elements 


that make a good show. 











must turn for the formula of real mass showman- 
ship, if such a formula is to be found. 

And while ACTION is a mighty important in- 
gredient of showmanship it is by no means the 
whole show. There is showmanship in the hush 
that comes over Ebbets’ Field when Don New- 
combe winds up to pitch. There is showmanship 
in the pause when the maestro raises his baton 
just before leading the orchestra into the over- 
ture. Even the talkies go quiet for 10 long seconds 
while the hero gazes rapturously into the heroine’s 
eves. There is exciting showmanship in the quiet 
moment in the mystery play just before the ghost 


comes creeping through the window. 
PLEASE TURN TO PAGE 57 
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CASH IN ON THE BABY 


BOOM WiTH BARROWS 
FINE BABY JEWELRY! 





Beste BARROWS 


H. F. BARROWS CO. . North Attleboro, Mass. 





OCTOBER 
BAND OF 
THE MONTH 





Emblem or initial bands are 
always popular items for 
Christmas. Order your bands 
now. 


Ask your wholesaler to show you 
our complete line of men's, ladies’, 
and children's watchbands and 
expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


Remembrance Bracelets 


.. ina wide variety 
of chain design 


La Available in 
Bes Sterling Silver * 1/20-12 K.G.F. 
SS> 10K and 14K Py 


aad WHOLESALERS ONLY 
AUTOMATIC CHAIN CO. e Providence, R. I. 


NEW YORK + CHICAGO + LOS ANGELES 











LA MODE 
QUALITY JEWELRY 
vm» FOR 75 YEARS IS 
= NOW NATIONALLY 
ADVERTISED IN 
LIFE AND ESQUIRE 
TO HELP YOU 
INCREASE YOUR 
SALES. 


This Sterling Silver 
hand-cut set retails for 
$15.00. 





RIPLEY & GOWEN 
CO., INC. 
Attleboro, Massachusetts 





fi| FINE WRITING er 


Fon the Jeweler 


12 kt. G.F. Pen or pencil retails at $6.60 © 
ea. F.T.1. 14 kt. G.F. Pen or pencil retails @ 
at $8.75 ea. F.T.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.1. Sterling 
Silver Pen or pencil retails at $6.60 ea. 
F.T.1. 

Mechanically guaranteed for life. Smartly 
gift packaged, eye catching display pieces 

— complete merchandising aids. Write for 
the name of the Cross select wholesaler in 
your territory — and our 1956 Buyer's 
Guide for the complete story on the entire 
Cross line. 













Pint westinc instevetnrs sence) 
eecccccceces BAM at 


HRT) WARREN 


PROVIDEN 


COTTON FILLED 


COTTON FILLED UTILITY BOXES 
ARE AVAILABLE FROM STOCK ssaetl 
FOR IMMEDIATE SHIPMENT IN 


12 POPULAR SIZES. 


Boxes are finished with buff Dam- 


ask paper and have an insert of 





Write for full in- 
formation and 
prices on Mason 
Cotton Filled 
boxes. 


OWL Box co. 


TH 
523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


best quality white jewelers’ cotton. 








A JC-K aid to selling fine JEWELRY 
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Original creations designed exclusively for THE JEWELER’S CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 


and business—]C-K presents each month. these plates, 
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by 
JACK 
HARRITON 


Precious stones and 
precious metals are 
combined in these 
earrings to produce 
an effect of mass 


without heaviness. 


which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine, the kind of piece and the 
type of design which will appeal to the customer. 
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SHOWMANSHIP IN BUSINESS (from page 54) 


Yes, the circus may present a type of hip-hip- 
hoorah showmanship and in its place it is quite 
important, but there are many other ways in 
which showmanship is expressed. 

In other words, much good showmanship is 
very quiet, very restrained—and even refined. It 
may be good business for Mr. Wrigley to put his 
name all over America’s billboards, but it was 
equally good business for Tiffany to leave their 
name off their building entirely for many years. 
It may be good business for a retailer to open a 
new store with a brass band and cellophane front, 
but it was just as good showmanship for Castlen, 
who operated a one-man store near Dallas Uni- 
versity to close shop every Saturday afternoon, 
so that he could personally attend Dallas Univer- 
sity football games. The whole crowd saw him at 
the game—appreciated his loyalty and sacrifice, 
and responded with a flood of buying after the 
game. 


A FEW OTHER EXAMPLES 

It was good showmanship for General Wood 
to march down the main street of Santiago, Cuba, 
at the head of an All Saints’ Day Parade, swing- 
ing a huge censer and sweating under a full uni- 





form in a broiling sun. But in contrast it was 
just as good showmanship on the part of General 
Coethals in Panama, just a few hundred miles 
«way, to discard his uniform completely and hold 
informal court on Saturday mornings under a 
palm tree to impress the natives with his demo- 
cratic attitude. 


CONTRASTS IN JEWELRY 

Yes, it was fine showmanship for Gertz’s in 
Jamaica, N. Y. to tie in with the movie Don Juan 
by putting a revolving stage in their window with 
miniature actors in motion. This was elaborate 
and spectacular—and good. But it was equally 
good for Schwanke Kasten in Milwaukee to set a 
few diamonds on rose petals floating softly in a 
silver bowl of water. 

It’s fine showmanship for the Minros Jewelers 
in Reading to sponsor a dance for the graduating 
class of the high school. Or for Levy Jewelry 
Co. in Savannah to put on a Quiz Nite on the stage 
of a local theater. But it’s just as good when a 
clerk in your store capitalizes on the Cherub cam- 
paign by handing the little china figurine to a 
customer and says, “This means this gift comes 


from the jewelry store.” 
PLEASE TURN PAGE 
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DIAMONDS 


Emerald Cut and Marquise 
STAR SAFFPHIRES 


RUBIES+-STAR RUBIES + SAPPHIRES 
CAT'S EYES * EMERALDS: PEARLS 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers 4 suentt. to 0 yee for s¢ 
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SHOWMANSHIP IN BUSINESS (conclusion) 


THREE QUIET SIGNS 

As I have said—much good showmanship is 
“quiet.” Let me give you three examples, in three 
sentences, of what I would call good low-pressure 
showmanship. 


1. On the wall at Macy’s in New York is a sign 
that says: “It’s smart to be Thrifty.” That 
is a sentence that grew into a national slo- 
gan and helped build the biggest retail busi- 
ness in the world. That little sentence has 
the hero idea to it. They don’t call the man 
who wants to save money stingy. They pat 
him on the back and say, “It’s Smart to be 
Thrifty,” and he goes to Macy’s to prove it. 


This one I saw on the grounds of a beautiful 
bird sanctuary in Florida. The sign doesn’t 
say, “Keep Off The Grass,” or “Don’t Pick 
The Flowers,” It says, ‘““These Flowers Are 
Under The Personal Care of Each Visitor 
to the Sanctuary.” They put a chevron on 
the arm of every visitor. He not only won't 
pick the flowers himself, but he has all the 
authority of the Royal Northwest Mounted 
Police to stop anybody else that does it. 


bo 


3. This was thrown on the screen in a moving- 
picture theater. You know the trouble they 


had one year with the large hats the girls 
were wearing. This little sign solved the 
problem like a flash. It just said, “Elderly 
Women Need Not Go To The Trouble Of 
Removing Their Hats.” 


These are simple gestures, yet each is based on 
the simple principle that the customer wants to 
be the hero of the show. 

So don’t assume that your showmanship has 
to be flamboyant, noisy and full of fanfare. It 
doesn’t have to carry the flavor of the medicine 
man or the _ patent-leather-headed snake-oil 
charmer. It is often just the opposite—very quiet, 
very modest and very plain. 





© A lady recently telephoned Weldon’s Credit Jewel- 
ers, 212 East Jackson, Harlingen, Texas, and asked 
to speak to the watch repairman. | 

When watchmaker J. W. Daniel answered the | 
phone, she informed him that the automatic watch | 
she had purchased at another store was not running | 
properly and “made funny noises inside.” | 

“Here,” she said suddenly, “I'll hold it to the 
phone so you can hear it.”’ 

Before the startled watchmaker could voice an 
objection to the idea, she held her watch to the trans- | 
mitter of her telephone. For a few moments all was | 
silent; then the lady came back on the wire: 

“There,” she asked, “did you hear it? Can you 
tell me what’s wrong?” 
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RNGISTBRED IN U. 8S. & CANADA 


CHURCH & COMPANY 


Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 





reetings a 


Tay your ‘Holiday Season be a joyous 
one, and may the year to come be 
pleasant and prosperous, bringing all 


good things to you and yours. 


Seer ——y 
OT TEN 


MEMBER 
AMERICAN 
GEM SOCIETY 
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BLUE STONES (from page 50) 


morphosed limestones) with iron pyrite, a sul- 
phide of iron. The successful synthesis of lapis 
(in the form of the pigment ‘“ultramarine’’) 
proved that sulphur was responsible for the color- 
ing of the stone. The best lapis comes from 
Afghanistan and is a rich, solid blue. It is so 
frequently pervaded by additional sulphur, in 
small pyrite inclusions, that we have come to 
expect to find small golden metallic specks shining 
in the blue mass, and to use them as the best 
indication of the genuine nature of the stone. 
It is a reasonable assumption that any moderate 
cr large size stone cut from Afghanistanian lapis 
will show, somewhere, the golden speck or two 
which are its tokens of respectability, lifting it 
from the class of its imitations and approxima- 
tions. 

When lapis was more abundant, it was fre- 
quently the medium for stone carvings, but to- 
day there are cheaper blue stones that can serve 
this purpose, and even the less pure piebald-blue 
Chilean lapis is more likely to wind up as Idar 
buff-tops than in Oriental figurines. Chilean lapis 
is a lighter blue, it is mixed with white marble, 
pyrite and some related silicate minerals. Some 
of these lapis relatives fluoresce (glow) orange 
under the ultra-violet light, and make the identi- 








fication of the lapis group easy (though its blue 
relative, sodalite, mentioned later, also has, on 
occasion, its fluorescent areas). 

Chilean lapis, identifiable by the large areas 
of white and gray rock that are interspersed with 
the blue, is an important stone in today’s cabo- 
chons and buff-tops. It is no longer as common in 
carvings as it was, with so much of the cheaper 
copper mineral blues available. On the other hand, 
the Chilean lapis, which is practically the only 
lapis rough on the market at all, is not so dear 
that its cabs will cost any more, for example, than 
the ubiquitous agates. If there is any problem 
about the identity of a blue and white stone, the 
white portion of a lapis mixture is so likely to 
be a marble that a drop of acid on an inconspic- 
uous place (which releases bubbles of carbon 
dioxide from the marble as it dissolves) is a use- 
ful test, naming our mineral by association. 

There are two imitations of lapis that will be 
found in regularly-shaped jewelry stones, though 
they’ll not be found as baroques nor in carvings. 
One is very old, the so-called “Swiss Lapis.” This 
is actually a dyed stone, colored just as the agates 
are colored. The dye is soaked into a gray jasper, 
(better described perhaps as chert) but just be- 
fore the final pol:sh, for the color does not pene- 


trate very deeply. The chert that is used contains 
PLEASE TURN PAGE 

















Importers and Cutters of Diamonds 


Originally established 





-Kahn« Jacobson Bros-|> 


1866 





President, Walter N. Kahn 
Vice Pres. @€ Sales Manager, Walter L. Kahn 
Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue New York 20, N. Y. 


Representatives 
Herbert L. Gardner 
Kenneth Scher 
Warren P. Eckel 


$2/34 Holborn Viaduct, London 
Cable Address: “Redlace’” New York 


Telephone: ClIrcle 65-4313 
56-4314 
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| BLUE STONES (from preceding page) 


| many small, crystallized, quartz-filled pockets, 
each the size of a few grains of sugar, and we can 
_ almost invariably see the uncolored tiny crystals 
SEASONS GREETINGS | sparkling white in the blue ground mass that has 
been affected by the dye. “Swiss lapis” will be 
_ found only in beads and regularly shaped stones; 
obviously with this kind of handling it is not 
suitable for tumbled baroques. It has only negli- 
gible market value and a broken bit has no salvage 
value, for it cannot be cut up into smaller colored 
stones as true lapis can. 


The current high cost and the growing rarity 
of fine lapis has lead to the manufacture of an- 
other imitation of lapis, a remarkable new syn- 
thetic stone product that has, as yet, made only a 
small impression on the American market. It is 
| a sintered spinel, made, apparently, by pressing 
together crushed or coarsely powdered blue syn- 
thetic spinel (the same material that, in a clear 
form, imitates sapphire) so that it forms a granu- 
lar cake, which is then heated until the grains ad- 
here. The block is then cut into flat stones that 
_ have a wonderful blue color and a sparkling gran- 
| ularity that is reminiscent of the texture of jadeite 
| jade, and its stones look natural to one who has 
_ never before seen the product. They are easy to 








At this moment we pause 


in our tasks to express 


our best wishes to all 


Our friends in the trade | spot, of course, either by their high refractometer 
reading (giving the 1.73 figure of synthetic 


for a very Merry Christmas | spinel) or even more easily by a glance through 
_ an emerald filter, which makes them look red. 
| 


and a prosperous New Year Another approximation of lapis that, till now, 
will be found only in carvings, is a deep blue stone 
_ that comes more or less mixed with quartz in 
_ very finely crystalline needles, so slender that a 
£, | microscope may be needed to separate them. The 
mineral is called dumortierite. It is found in 
Nevada, in California, and recently it has been 
coming from Africa. Shortly before World War 
JOHN ). COURTNEY & CO. II some of the California material was sent to 
New York, N. Y. China for carving, and while little or none is 
' coming on the market, there are occasional ele- 
phants, oriental figurines and ashtrays in second 
hand art sales and auction houses, usually identi- 
fied as lapis in the catalogues. 


Dumortierite carvings are a duller and purpler 
blue than lapis, it lacks the embedded pyrite, of 
course, and it does not show any of the orange 
spots of fluorescence that we will see in most 
lapis figurines. Dumeortierite is an aluminum sili- 
cate; massive deposits of pure material have been 
mined for use in high temperature ceramics 
(spark-plug porcelain), but this pure material 
will not take as good a polish as the quartz-filled 
impure samples. So far it has not been used in 
small jewelry stones, but we have been promised 
that we will soon see African dumortierite in 
baroques. 
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Another blue stone used in baroques and book- 
ends, ashtrays or alligators has its source in 
Canada and is not greatly unlike lapis in compo- 
sition. It is sodalite, a sodium aluminum silicate 
that crystallizes in the same system (cubic) as 
Jazurite (lapis lazuli) and hauynite. The best 
crystals of sodalite are colorless little twelve- 
faced bits lying in the cavities in the blocks 
thrown out by Mt. Vesuvius, but as we know it 
best, it forms blue masses that are embedded in 
rock and show no crystals at all. The Bancroft, 
Ontario, sodalite is quarried out in great blue 
chunks, veined more or less with white, but 
apparently great single crystal masses. This 
structure gives it a translucency that makes it 
easily distinguishable from the more opaque 
lapis. Sodalite and its related minerals are so 
often fluorescent that we cannot use a fluorescence 
test to tell it from lapis. However, it is seldom 
necessary, for sodalite is rather distinctive. It 
is paler blue in color, it takes a higher polish, is 
more translucent and the white veining has 
gradational margins, not abrupt with a change 
in the quality of the polish at the margin, as in 
lapis. It does not have the pyrite association 
either. 

The blue color of our next stone is not constant, 
but depends upon the angle at which we view it 


and the light direction. Every now and then we 
get a flash of blue across the face of the stone, 
giving it something of the appearance of a 
Brazilian Morpho butterfly wing. The stone is 
labradorite, and the body color of the stone is a 
dark and uninspiring gray. Like sodalite, it has 
veins of lighter colored material into which it 
grades and which interrupt the uniform blue- 
ness of the schiller color. A recent Finnish 
occurrence of a very dark, almost black, labrador- 
ite gives promise of some really interesting stones 
in the future. Most labradorite comes from 
Labrador, the land which gave it its name. It is 
found in many other places and volcanic labra- 
dorite may even be clear, colorless and gemmy. 
Much of the rock of the Adirondacks, for exam- 
ple, is a labradorite rock (anorthosite), but the 
New York labradorite lacks the blue _ sheen. 
Similar, but schiller-colored, coarsely granular 
raasses are quarried for decorative building stones 
in Norway; the street floor of the Chrysler Build- 
ing is faced with a rock that is almost entirely 
composed of labradorite. The clear and yellow- 
ish variety of labradorite has been cut by the 
amateur group into facetted stones. Blue is not 
the only schiller color, bronzes, greens and violets 
are also seen in labradorite. A clear gray Mada- 
gascar feldspar shows a very blue schiller color, 
PLEASE TURN TO PAGE 64 
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by J. M. Young 


SPRING EXHIBIT OF FINE 


® It’s nothing new for an exclusive store to hold 
a fine exhibit. It’s nothing new for such a store 
to profit by doing so. It’s highly significant, how- 
ever, that Hardy & Hayes of Pittsburgh still 
feel the good results after eight months: their 
show was held last April. 

Fine china was the feature of the occasion and, 
according to Phoebe Motherway (shown at right 
in above photo) manager of the gift shop where 
the show was held, special orders are still coming 
in from people who attended. 

The exhibit lasted five days and was introduced 
in an appropriate manner. 1500 invitations were 
sent out and local advertising, radio and TV 
broadcasts, newspaper write-ups and window dis- 
plays were all utilized for publicity. 

On the opening evening refreshments were 
served and Ronald P. C. Hassall of Spode dis- 
cussed various historic items displayed. Notable 
among these were pieces made for Queen Char- 
lotte, wife of George III, Catherine the Great of 
Russia, George Washington, the Late Queen 
Mother Elizabeth, King Haakon VIII of Norway, 
the Duke of Windsor while Prince of Wales, 
George V and George VI. 

Mr. Hassall explained that fine ceramic pieces 
have been called china since the time when ser- 
vices from China were used for ballast in the 
holds of sailing ships returning to England. 

Quality in china is not a matter of the intrinsic 
value of the ingredients. “China plates,” accord- 
ing to Mr. Hassall, “can represent 25 cents’ worth 
of clay, $25 worth of gold, and thousands of dol- 

PLEASE TURN TO PAGE 68 
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The Hardy & Hayes gift shop (photo below) is a show in itself. 
Not only is it beautiful to see, it is designed 

in such a way as to make the customer comfortable. Light 
comes from many sources, but it is never glaring. 

In the ceiling between the beams are both 

fluorescent panels and incandescent spotlights. On the 

left hand wall over the china and glass displays 

no less than 20 spotlights can be counted, while the open shelves 
on the right have diffused light. (Spotlighting 

on the left and soft lighting on the right make a pleasing 
contrast.) Sound is considered too ...a matter often overlooked 
in modern designing. The wall-to-wall carpeting 

absorbs a portion of the sound. Spaces between the shelf 


sections on the right and between the ceiling 


beams also tend to reduce noise. 


CHINA IS STILL PRODUCING RESULTS 















































Your trained eye can spot the difference 

ina moment.. though the lady may be 
fooled! You'll recognize the difference in 
depth and quality of the St. Paul 


Companies’ Jewelers’ Block Policy, too. 


Especially designed to cover losses peculiar 
to the jewelry industry it gives maximum 
protection at minimum cost. The exact 
coverages you need are written into the policy 
designed to fit your specific situation. 
Avoid the loopholes and overlapping that 
often occur when you Carry several policies. 
protect your business with a St. Paul 


Companies’ Jewelers’ Block Policy. 


SEE YOUR ST. PAUL AGENT OR BROKER 





HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 


























BLUE STONES (from page 61) 
and, of course, we have the slight blue of moon- 
stone, all of which are essentially identical. 

Labradorite appears in all of our categories: 
in baroques and bufftops, in cameos, carvings 
and cabochons. As a cabochon it should not be 
cut in a high cab, for the color is best in a very 
low or buff-top stone, but it is essential that it be 
properly oriented to give a good blue sheen on 
the top surface. The value is slight, as with our 
other stones the rough sells for a few dollars a 
pound. 

Labradorite is an intermediate feldspar, one of 
the minerals that, with quartz and mica, makes 
granite, gabbro and basalt. The same blue sheen 
ean be seen in some of the other feldspars, espe- 
cially in albite feldspar moonstone, but it is far 
less intensely blue than in labradorite. The gray 
Madagascar material is exceptionally light in 
color to have so much blue, but it comes only in 
small pieces, filled with flaws. The new Indian 
moonstones have a white to gray or salmon body 
color, but few have the blue sheen of the Ceylon 
stones. All are easy to identify by the directional 
characteristic of the blue color, which is a very 
critical angle. Only Labrador labradorite comes 
in chunks that are large enough for carvings, all 
the rest find use only in small jewelry stones. 

It is rather remarkable that none of these min- 
erals owe their color to the elements we normally 
think about as a blue pigment or a blue coloring 
agent. The whole subject of color in minerals is 
peorly understood and the physicists’ explana- 
tions so filled with mathematical expressions and 
frank gobblydegook that would even dumbfound 
a writer of government releases that one wonders 
how well the explainers understand it. Cobalt and 
copper are common blue pigments. However, 
there is but one blue mineral (lusakite, a very 
rare, microscopic one) that is colored by cobalt. 
Of the substances mentioned above, only synthetic 
spinel owes its color to the element that is practi- 
cally synonymous with blue in minds of those 
who work with dyes and pigments. Next month 
we shall deal with a number of compounds that 
do derive their color from the other blue coloring 
element, copper. Azurite is such a common cop- 
per mineral that we have often found blue stains 
on rocks a guide to copper ore. The copper may 
be present as a primary constituent, as in azurite, 
or as a minor impurity, as in “bonamite.” Lastly, 
we have the blue that isn’t a blue, the blue we see 
in butterfly wings, in labradorite, and in moon- 
stone. This is an optical effect, created by the 
presence of extremely minute particles of a dif- 
ferent refractive index embedded in the mass, 
and in definite planes in a different substance. 


prone DEPT. NEW ENGLAND DEPT. PACIFIC DEPT. 
John Street 10 Post Office Sq. Mills Building 
ew York 38, N.Y. Boston 9, Mass. San Francisco 6 


This is the reason for the critical angle of the 
PLEASE TURN TO PAGE 68 
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PERFORMANCE 
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SINCE 1907 
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Méd.by ARCH CROWN TAGS,. INC. 


277 Walsey St. Newark 2 WJ 











THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES g 
AND AWARDS 


GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


@ “RICH-GLO” FIGURES 


@ ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


Write for new, copyrighted ‘ ‘Trophy 
Selection Guides’ with your im- 
print, — a streamlined selling aid 
to increase trophy orders and to 
reduce customer time in ‘“‘select- 
ing’ trophies. . 


SOLD ONLY. THROUGH AUTHORIZED DEALERS 


ARLEN TROPHY CO. 1 


50 GOLD STREET BROOKLYN 1 
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WHICH CAME SECOND... 


product quality or distribution policy ...? With 
Rolex it doesn’t matter. Both go hand in hand, as- 
suring you satisfied customers and protected profit. 


we 


ROLEX 


THE AMERICAN ROLEX WATCH CORP., 580 FIFTH AVE., NEW YORK 














EXQUISITE WORLD RENOWNED 





MIKIMOTO 
CULTURED PEARLS 
K. MIKIMOTO & CO. LTD. 


2 WEST 46th ST., N. Y. C. 36, N. Y. 
JUDSON 6 6992-3 
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by Jerry Gewirtz, JC-K Fashion Consultant 


FASHION HINTS for HOLIDAY HELP 


Selling jewelry for the first time? 

Is it a repeat performance at the same store 
where you worked last Christmas? 

Are you anxious for a return invitation during 
another busy season, or do you hope you may win 
yourself a permanent job here? 

Whether or not you plan to continue in selling 
“as a career, you want this particular holiday sales 
experience to be a worthwhile experience. 

There is an insurance that can protect you 
ayvainst failure. That is, getting behind the coun- 
ter armed with some real sales facts that can 
help you tell your story positively, persuasively 
and successfully. 

No, your boss doesn’t expect you to become a 
gemologist overnight. He will, however, be suit- 
ably impressed (and so will the customer) if you 
sprinkle your sales conversation with some 
‘“newsy” comments about the jewelry you are 
showing and selling. 

A short cut to informed salesmanship in a 
jewelry store is to know about the new fashions. 
You probably know something about them al- 
ready because you, too, as a consumer have been 
scanning fashion photos and glimpsing the 
spreads in Sunday rotogravures. 

You know this! New fashions are as dynamic, 
exciting as newspaper headlines by virtue of their 
immediacy. They’re for now—their very new- 
ness makes them desirable especially as a gift! 

Your own enthusiasm about their newness, 


their attractiveness helps you sell, but your ad- 
PLEASE TURN TO PAGE 72 
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FAVRE-LEUBA’S Double- 
Barrelled Program is 
Highly Successful with 
Leading Jewelers \ / 
Across the Nation! | =? 


MONITORED DISTRIBUTION 







4 





oe 
It Offers Assured Profits, 
Increased Prestige, Freedom 
from Unworthy Competition 




















Shown at right: Extremely thin, officially certified Chronom- 
eter .. . 17J. temperature adjusted movement; 18 Kt. gold 
case. Retail $250 . . . Other models from $71.50 up. 









O\ 
Se) Since 1815 io 
; Oe OF a Biren a de. 
FAV R E- i. a U B A Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE. NEW YORK 22.N.Y. 






























5 Socal Geese | — 
Flying Medallion Pit 


designed by 
C. Paul Jennewein | with that : deaminase, “os 
















: priced to produce im- 
“designed : pulse sales. Known 
: for over a half a cen- 
for youw’’ : tury for diamond and 
: precious stones. gold 

look : and platinum jewelry. 


DOISTINCTIVE JEWELRY BY 


This medallion, not limited to a single creed, and made 
famous during World War II as a special guardian of air 
travelers, is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling EO. SCHULER & CO.,.IN C. 
silver, gold plate and 14Kt. gold. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. | 
153 East 70th St. New York 21, N.Y. BU. 8-2718 | 
| 














‘Associated with Preformed Parts, Inc. 
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CASH for Your 


Surplus Silver 


We will pay cash for any of your sterling patterns 
— any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediaie offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 





We are also interested in cooperating with jewel- 
ers who receive calls for older sterling patterns that 
are no longer available. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 





Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 




















Write for booklet — tells the 

“inside story” of stopwatches. 
iustrates spore parts comportment. 
Shows what to look for in 

a timer. Complete, thorough, interesting. 
Must reading for users of stopwatches. 


49) § Brand new Clebar catalog . . . 

i #f illustrates and describes more 
than a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


Stopwatch of Split-Second Accuracy 
— a a a ee ee oe 7 


Kush Full information, catalog, wholesale price list i 
and illustrated booklet. 


CLEBAR WATCH AGENCY:15 W. 44th St., N.Y. 36 i 


City State. i 
sana nweanwaawaaand 














BLUE STONES (concluded from page 64) 


blue schiller in the feldspar; as an actual color, 
in the sense of a pigment, it does not exist. The 
exact color, as with the Brazilian butterfly wings, 
depends on the refractive indices of the reflecting 
surfaces and the medium (air or feldspar) in 
which the tiny surfaces are embedded. (If one 
pours a drop of ether or alcohol on the butterfly 
wing. its color changes until the liquid has all 
evaporated.) Except for the depth of these blues, 
we should call them sky blue, for the sky gets its 
color in the same way. 





SPRING EXHIBIT OF FINE CHINA (concluded from page 63) 


lars in labor.” It is the craftsmanship which 
determines the quality and value of the finished 
product. 

In addition to the historic pieces, hundreds of 
current patterns of china and earthenware were 
exhibited and many were, of course, sold. Also 
a great number of bridal registrations was se- 
cured. 

Each afternoon a motion picture was run which 
showed the guests the various processes involved 
in the manufacture of distinctive ceramicware. 


One immediate purpose of the show was to ac- 
quaint the public with the Hardy & Hayes second- 
floor gift shop, now only a year old. All china 
and glassware are now located in this room, as 
are pewter, brass, silverplate and stainless (sterl- 
ing is still downstairs). 


It was the second show held in the gift shop, 
the first, last December, featuring figurines de- 
signed by Edward M. Boehms. 


“Both shows,” says Miss Motherway, “were 
great successes. I won’t give a show too often 
but when I do give one, it’s going to be an event.” 


“Choose Your Gift Wrapping by Color” 


So runs the sign displayed in the front of 
Rogers Jewelers, Longmont, Colorado. 

If the entering customer fails to see the sign, 
she is certain to see the 12 spools of bright-col- 
ored ribbon turning on a common spindle over a 
counter to the left. Like as not she’ll say “What’s 
all that?” 

The question gives Ray Rogers, the store owner, 
the opportunity to explain that he specializes in 
gay, unusual gift packaging at no charge to the 
customer, and to point out the slots in the table 
top through which the gift-wrapping paper is 
pulled and snipped off as required. 

“Invariably,” says Mr. Rogers, “shoppers re- 
member this and come back when gift-purchasing 
time arrives.” 
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A COMPLETE SELECTION OF 
FINE QUREQLE WATCHES. AVAILABLE AT 


580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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for the first time ...a truly handsome... 











i @ STERLING sn 


a @ 3%e'' x 3%" 
“ay 7 ee — i eS 4 AE - x. A @ VELVET BACK 
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“ud \ cee a am @ $8.00 RETAIL T. INCL. 


Give your customers and your business a lift 


by selling beautiful, gay charms (Sterling and GRAFF, W ASHBOURNE & DUNN 


14K) by Fisher. Through wholesalers. Catalog. 


J. M. FISHER CO. Attleboro, Mass. 
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* Silversmiths 
Manufacturers of Fine Silverware Since 1768 


158 WEST FOREST AVENUE ENGLEWOOD, N. j. 


























by orthampton 


For New Goods or Repairs 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY ° 
‘MORTHAMPTON 3, MASS: @ ESTABLISHED. 187! 
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NEW 
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CLOCK 
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RETAIL 
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SEND FOR NEW PRICES AND CATALOG 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE NEW YORK 3, N. Y 
1524 Merchandise Mart Gi iliaelelo mil 
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NATIONAL 


Names given in each case are those Of president and secretary. 


American Gem Society—George J. Sloan, 20 Kast 4th St., Tulsa, Okla.; Alfred L 

_Wouuill, Exec. Secy., 3142 Wilshire Blvd., Los Angeies 36, Calif. 

American wational Retail ‘Jewelers Association—-Harry Kk. Gerber, Bramley & Co. 
99 Main St., White Wlains, N. Y¥.: Charles M. isaac, Exec, V.P., 95! Fifth 
Ave., New York oe. ae ee ; 

American Stone importers Association, ine.-—Kdward Lembeck. 47 West 47th St. 
New York 36, N. Y.; Lloyd V. wassner, 10 West 47th St., New York 36, N, Y. 

American Watch Manufaciurers Association—-Arthur B. Sinkler, Hamilton aay 
0., Laicaster, Va.; Albert mac CC, Barnes, 25 broadway, New York 4. N. Y 

American Wa.cn pein TK inc.-Samuel W. Anderson, 1700 K _ Street. N.W. 
— von 6, D. C.; William H. Fox, Exec. Secy., 39 Broadway, New York 


N 

Associate sewelers, Inc.- Julian Baden, Baden & Foss Co., 151 West 16th St. 
New Cag 19, N. Y¥.; ‘tobias N. Berger, Exec. Dir., 11 East 44th St New 
ore rr N. ; 

Canadian Jewellers Association—-Bertrand Gerstein, Peoples Credit Jewellers, 181 
yonge St., Toronto, Ontario; Kaymond /W’. Brown, 85 Richmond St., ‘est, 
Trou. to. 

Cluck Manufacturers Association of America—C. E. Somers, Seth Thomas Clocks 
‘Thomas.on, Conn. ; George S&S Stearns, Jr., 2lo Chueh St., New Haven. Conn. 

Costume ig igi mgs page a Association of New York—-Paul Selenger, 350 West 
— ‘Bt. New York 1, N, Y¥.; Sid Greenberg, 49 West 32nd St., New York 1, 


Diamond Council of America—Melvin RB. Rudolph, 541 South Clinton St., Syracuse, 
; Clark Gavin, Exec. Dir., 250 Fifth Ave., New York 1, N. Y. 

Diamead Dealers Cluk—Max Jellinek, 36 West 47th St., New York 36, N. Y.; Albert 
. Lubin, Exec. Secy., 36 West 47th St., New York 36, N. Y. 

Diamond Manufacturers & importers Association of America. Stephen W. Hofman, 
589 Fitth Ave., New York 17, N. Y¥.; Ethel M. «riedman, Exec. Secy., 342 
Madison Ave. New York 17, N. 7 

Educational Jewelry Manufacturers Association Robert G. Packer, Dieges & Clust, 
226 Public St. Providence, R. 1.; Walter J. Kee ‘ley, Exec. Secy., Lipper 
Shinn & Keeley, 527 Fifth Ave., New York 17, N. Y. 

Fountain Pen and Mechanical Pencil Manufacturers Association —I'rank D. W atertman, 
aca ay Pen Co., 551 Fifth Ave., New York 17, N. Y.; Frank L. King, 

ec. V. P., 1426 G St.. N. W. Was hington 5, D. C. 

en institute of America Edward H. Kraus, Ph. D., rage of Michigan, 
Ann Arbor, Mich.; Richard T. Liddicoat, Jr., Exec. Dir., 11940 San Vicente 
Bivd., Los Angeles’ 19, Calif. 

Horological institute of America-—Richard W. Slaugh, Hamilton Watch Co., Lancaster, 

a.; Arthur F. Beck, Exec. Sec., P. O. Box 336, Annandale, Va. 

industrial Diamond Association of America—Jan Taeyaerts, Precision Diamond my 
Co., Box 274, Elgin, Ill.; Exec. Mgr. & Secy., Athos D. Leveridge, Box 17 
Pompton Plains, N. J. 

Jewelers =a of Trade—Lester S. Wall, R. Blackinton & Co., North Attleboro, 
} - Vincent F. Chapman, 413 Turks Head Bldg., Providence 3, 

Jewelers " aakearbie Alliance—Walter Ejitelbach, 2 West 47th St., New York 36, 
N. Y.; Richard C. Murphy, Exec. Secy., 535 Fifth Ave., New York 17, N. Y. 

‘ewelers a ae Committee—G. H. Niemeyer, Chairman, 82 Fulton St., New York 
a Y.; P. Irving Grinberg, Exec. V. Chm., 45 West 45th St., New York 


+) Y. 

senuben "Crafts Association, Inc.—Sydney C. Davi dson, Davidson & Sons Jewelry Co., 
nce., 20 West 47th St., New York 36, N. Y.; Henry L. Sperling, Exec. Secy., 
20 West 47th St., New York 36, N. Y. 

Jewelry Industry Council—Walter B. Jaceard, Chm., Jaccard Jewelry Corp., 1017 
Walnut St., Kansas City 6, Mo., Albert E. Haase, Pres., 608 Fifth Ave., New 
York 20, N. _. 

Jewelry industry Tax Committee, Inc.—Arnold A. Schiffman, Chm., 225 South Elm 
St., Greensboro, N. Car. re N. Burnstine, Exec. V. Chm., 900 F Street, 
N.W. , Washington 4, D. C. 

Machine Chain Manufacturers ; Charles Rotkin, Concord Mfg. Co., 100 
Baker St., Providence 5, R. 1.; George Souza, Atlas Chain Co., 75 Eagle St., 
Providence 9, 

Manufacturing Jewelers Sales Association—Joseph Lavan, Superb Case Mfg. Co., 
100 Manton Ave., Providence 9, R. I.; Kenneth E. Randall, Rim Jewelry Mfg. 
Co., 166 Valley St. Providence 9, R. 

Manufacturing Jewelers & Silversmiths of America, er ~Howard H. Sweet, Sweet 
Mfg. Co., Inc., 84 Dunham St., Attleboro, Mass.; George R. Frankovich, Exec. 
Secy. 207 -211 Sheraton- Biltmore Hotel, Providence 2, R. I. ¥ 

Metal Findings Manufacturers Association—Richard Oglevie, W. R. Cobb Co., 101 
Sabin St.. Providence 3, R. L.; ‘- Cate, Jr.. Samuel Moore & Co., 301 
Friendship St.. Providence 3, R. ' 

National Association of Horological Schools -Arthur T. Johnson, Philadelphia College 
of Horology. Broad & Somerset Sts., Philadelphia, Pa.; Orville R. Hagans, Exec. 
Sec., 1901 Bast Colfax Ave., Denver, Colo . P 

National Association of Watch and Clock Collectors, Ine.—Paul Hollingshead, 125 
North Ninth St.. Cambridge, Qhio; Earl T. Strickler, 335 North 3rd St., 
Columbia, Pa. — 

settones — and Art Association—Clarence Yeo, 8S. P. we, Ne Co.. 32! Fifth 

ve.. New York 10, N. Y.; George F. Little, 220 Fifth Ave., : ’ .N Yy. 

National Jewelers Association—H. A. Goldberz, Coopers, Inc., 7 St., Ports 
mouth, Va.; William Wagner, Exec. Secy., 545 Fifth Ave., } New 17, N. ¥ 

National Wholesale Sewelers Association ~Theodore Gorenflo, The Gorenflo Co., 1940 
E. Jefferson Ave., Detroit 7, Mich.; Thomas A. Fernley, Jr., 1900 Arch St., 
*hiladelphia 3, Pa ; ‘ 

platinumsmiths Association of New York—Jacob Mehriust, 6 West 48th St.. New 

wk 36. N. Y.; George F. Brecht, 17 West 45th St., New York 36, N. Y. 

Sterling “Silversmiths Guild of America—Rovcer H. Hallowell, Reed & Barton Corp., 

a Mass.: John F. Ambrose, Exec. Secy., 551 Fifth Ave., New York 


United ‘Horotogical Association of America—-Norman D. Luth, 3923 Flower St., Bell 
‘alif.: Orville R. Hagans, Exec. Sec., 1901 East Colfax Ave., Denver, Colo. 
Wateh Material Distributors Association of America—Edward L. Endman. Pacific 
Jewelers pe Co.. 424 &. Broadway. Los Angeles 13, Calif. ; Stanley G. House, 
Exec. Secy., 1614 “K" Street. N.W.. Washington 6, D.C 


STATE 


Names given in each case are those of president and secretary. 


Alabama Retail Jewelers Association—.J. L. Hoffman, 423 Broad St., Gadsden; Pinky 
Koss. Leeds Jewelers, Gadsden. 

Arizona Retail —— Association—Malcolm Straus, 511 West Octillo, Phoenix; 
Ben Rosner, 1011 W. Flower. Phoenix - , 

Arkansas Retail somahers Association—C harles Sheppard, Jr., Russellville; C. P. 

catnnetn heat pine Association—Julius Alberts, 263 N. Brent St., Ventura; 
Herman Siegel, Exec. Secy., 362 8. Broadway, Los Angeles 13. 

California, Horoloaical Association of—Howard Nixon, 380 Orlena Ave., Long Beach; 
Norman D. Luth, 3225 Flower St., Bell. 
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Trade Associations 


Connecticut Retail Jewelers Association-——Benjamin B. Cooper, Cooper Jewelry Co. 
1 Asylum St., Hartford 3; Lee E, Isenberg, Exec. Secy., Old State House, 
Hartford, 

Florida Retail Jewelers Association—Carroll Seghers, Carrolls Jewelers, 365 Miracle 
Mile, Coral Gables; J. T. Smith, Box 677 Delray Beach. 

Florida State Watchmakers Association—R. T. Harris, P. O. Box 871, St. Petersburg 
Harold Zeff, Exec. Secy., 230 W. Forsyth St., Jacksonville. ; 

enstg —— Jewelers Association—Al Bush, Athens: Joe Foster, W. A. Capps 


Hawaii ym my “Aanetiation— -—Kazuo Emura, American Jewelry Co., 1153 Fort St 

a 13; Lloyd E. Klumpp, H. F. Wichman & Co., 2239 Kalakaua Ave 
Honolulu 15. 

idaho Souchive Association—-( Reported inactive) 

Illinois Retail Jewelers Association—William W. Overstreet, Ben Overstreet & Son 
Paxton; Charles H. Barker, Exec. Secy., Leland Office Bldg., Springfield. 
indiana Jewelers Association—Leon Engel, Brightwood Jewelers, 2329 Station S'.. 
Indianapolis 18; James C. Lucas, Managing Dir., 808 State Life Bidz 
Indianapolis. c 

indiana, Watchmakers Association of—Leonard C. Winchell, 103 N. Green St., Craw 
fordsville; Charles H. Eckel, 721 East 36th St., Indianapolis 5 

lowa Retail Jewelers Association—Robert oe Cedar Rapids; Howard Dresse: 
Exec. Secy., 19% E. State, Masen C 

lowa, Horological Association of—George a Shanklin, 712 N. 6th St., Burlington 
Hoyt D. Snyder, Humeston 

Kansas Retail Jewelers Association—-Harry V. Knapp, 916 Main St., Winfield: 
E. George McMahon, Exec. Secy., 609 N. Old Manor, Wichita. 

Kansas ba Horological Association—Robert Fisher, Briman’s Jewelry Co., Topeka 

J. Wortman, 929 Kansas Ave., Topeka 

neater "Retail Jewelers Association—Wm. Kendrick Ewing, Secretary, 619 South 
Fourth St., Louisville 2. 

penne Watehmakers Association, inc.—James M. Dodson, 533 Woodbine, Lexin 

; Tilden S. Merkel, 825 Palatka Road, Louisville 

ueuteheen Horological Association—Fred €. Kline, P. O. Box 369, Alexandria: 
Bruce Lindsey 1111 South 4th St., Monroe 

Maine — Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Lionel 
Tardif, 40 Main St., Waterville. 

Maryland- Shee District of Columbia Jewelers Association—-Carl] A. Doubet, 10th 
& Orange Sts., Wilmington, Del.; Richard Erlanger, 105 N. Charles 8S 
Baltimore, Md_ 

Massachusetts-Rhode Island Retail Jewelers Association—James R. Kay. 37 Amesbury 
a hag Mass.; Samuel Silverman, Esq., Exec. Secy., 11 Beacon St... 
Boston, Mass. 

Michigan pe Association—Tom Fox, Fox's Jewelry. 83 Monroe Ave., N.W 
Grand Rapids 2; Ervin Yoas, Yoas Jewelers, Monroe. 

Michigan Horological “Association Charles Barnes, 704 E. Baldwin, St. John: Clayton 
Goodrich, Sunfield. 

Minnesota Retail Jewelers Association—Clem Hillig. Redwood Falls; W. C. Walsh 
Exec. Secy., 1006 Northwestern Bank Bldg.. Minneapolis 2. 

Mississippi Retail Jewelers Association—Herbert Brasfield, Brasfield Jewelry, Tupelo: 

| Lowery, Lowery Jewelry Co.. Cleveland. 

Missouri Retail Jewelers Association—George Stahl, Pilcher Jewelry Store, 102 S 
Jefferson, Mexico; Clinton Holt, 110 E. High St., Jefferson City 

Nebraska Retail Jewelers Association Lloyd L. Lockwood, Sidney: Corey W. Chas 
Chase Jewelry Co., Holdrege 

Nebraska, Horological Association of —G. Donovan McLane. P. O. Box 522. Hastings: 
William J. Yost, 905 Fourth St.,. Milford. 

New Hampshire Retail Jewelers Association—Jack C Sawyer, 633 Main St., Laconia: 
Mrs. Jack Sawyer, 633 Main St.. Laconia 

New Jersey Retail Jewelers Association —Martin Parian, 1173 Main St.. Clifton: 
Richard Rad, 6011 Bergenline Ave., West New York 

New Jersey, Watchmakers Association of——Emil J. Chessari, 512 67th St.. West New 
York; Sidney Stolazman, 16 King St., Morristown 

New Mexico Retail Jewelers Association—-Adair Gossett, Fox St., Carlsbad: Sam 
Rankin, 113 W. Broadway. Hobbs 

New York and New Jersey, Associated Credit Jewelers of —M. S. Abelson. Abelson’s 
ny ag ay St., Newark 2; William Wagner, Exec. Secy., 545 Fifth Ave., 

ew nr i 

New York State Retail 'ewelers Association = a Wilson, 6 Chase Road, Searsdale: 
J. Francs Thibault. 234 Genesee St., Utic 

New York State Watchmakers Association, Inc. William E. Timby, 339 West Hazel- 
tine Ave., Kenmore; Richard A. Robbins, Exec. Secy., P. O. Box 117. Conklin. 

North Carclina Retail Jewelers Association—Robert T. Berman, Berman’s Jewelers. 
Wilmington; H. J. Stockard, Jr.. Exec. Secy., 122 W. Hargett St.. Raleich. 

North Dakota Jewelers and Watchmakers Association—Kenneth Helmers, Lisbon:: 

oss inot 

Ohio Retail Jewelers Association—Olin Pritchard, Shibley & Hudson, Wooster: 
Clarence Moses, Exec. Secy., 1900 Euclid Ave.. Cleveland 15 

Ohio Watchmakers Association—Sutton G a 452 East 152nd St., Cleveland: Howard 
L. Glass, 415 Wells Ave... N.W.. Canton 

a Jewelers Association Hugo F. Kofmehl. Duncan: E. T. Tucker. 
Me ter 

Oklahoma Horological Association—-Sam Clements, 816 N. W. 23rd St.. Oklahoma 
City 6; Winford Anglin. 2705 S. W. 46th St. Oklahoma City. 

Oregon Retail Jewelers Association-—Axel Anéeresn 417 S. W. Park Ave. Portland 
a N. Weinbaum, Exec. Secy., 824 W. 5th Ave., Portland 4. 
Pesawivenia Retail Jewelers Association gO tee W. LaCroix, 46 N. Prince St. 

Lancaster; Charles H. Heine, 5 S. 40th St.. Philadelphia 4. 

Pennsylvania, Watchmakers ar rng of —George Niesslein, 1072 Broadview Drive. 
Ant. 1 B, Pittsburgh 7; George W. Meyers, 4740 Mossfield St., Pittsburgh 24 

Rhode Island Watchmakers Association—Guido F. Palmeri. Kaplan’s. 199 Weybosset 
St.. Providence; Brydon W. Mansfield, 28 The Arcade. Providence. 

South a Retail Jewelers Association L. Carol Avant, Manning; J. C. Thomas 
Clinto 

South Dakota Retail Jewelers Association-——-L. A. Horwitz, 120 S. Phillips Ave.,. 
Sioux Falls; Ivan Landstrom, Black Hills Jewelry Mfg. Co., 620 St. Joe St. 
Rapid City. 

Tennessee Retail Jewelers Association--William P. Griffin, B. F. Stief Jewelry Co. 
214 Sixth Ave., North, Nashville 3; Joseph M. Williamson, B. F. Stief Jewelrs 
Co., 214 Sixth Ave.. North, Nashville 3. 

Tennessee Horological Society Sam Cordell, 104 Mason St., McMinnville: Fred W 
Compton, 3473 Mavflower, Memphis. 

Texas Retail Jewelers Association—-Dolph Miller, 200 N. Grant St., Odessa: R. J 
Slagle, 911 Franklin Ave., Houston. 

Texas Sees Association, Inc.—-E. L. Brown, 711 Main, Houston 2; Wm. F. 

uett. 215 N. Broadway, Tvler. 

wane Retail Jewelers Association—Martin Freeman, Rutland; T. R. Barrows 
Springfield. 

Virginia Retail Jewelers Association—Brian H. M. Bowen, 829 Main St., Lynchburg 
Alvin B. Fink. 310 8S. Jefferson St., Roanoke. 

Washington een Jewelers Associaiton Port Martin, Martin goog! 18 E. Main 

St Valla Walla; David M. Lombardo, Exec. Secy., 512 list No., Seattle 9 


West Virginia Retail Jewelers Association-—Eric Rosenbaum, Eric’s Jewelers, Beckley : 


Randall Woodell: Woodell’s Jewelers, Beckley. 
Wisconsin Retail Jewelers Association—Clyde J. Cauwenbergh, 413 W. Walnut St., 
}reen Bay: B. W. Heald, Exec. Secy., R. 2, Box 392 A, Thiensville. 
Wisconsin Watchmakers Association—-Thomas H. Armstrong. 403 Sixth St., Water 
town: Edward Medla, 4958 S. Tackard Ave.. Cudahy. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 




















by Manny 


Silverman 


WHY DID YOU WAIT UNTIL 
IT WAS TOO LATE? 


15 JEWELERS COULD NOT OBTAIN 
OUR SERVICES FOR DECEMBER ‘56 
because they called us - - - - too late. 














Yes, 15 jewelers called us in October and November 
for Christmas sales and we had to turn them down! 
Several good friends of ours, diamond & watch im- 
porters, who are quite prominent in their field, asked 
us to take several sales for their accounts. But we 
had to turn them down too. WE HATED TO DO 
SO. REMEMBER WE CAN ONLY HANDLE 10 
SALES AT ONE TIME. 


It took us 8 years of constant striving and weeding 
out to obtain the services of the 7 men we have 
that conduct our Flat or Retail sales and the 3 
teams of Auctioneers, who conduct cur Auctions. 
BUT WE KNOW THEM TO BE THE BEST IN THE 
BUSINESS! Over !00 Jewelers for whom we worked 
in 1956 have testified to that. Over 1000 Jewelers 
with whom we worked in the past 8 years will also 
testify to that! 


January and February is one of the best times of 
the year for sales! 


We still have TWO openings for January Flat Sales. 


We still have FOUR openings for February Flat 
Sales. 


We still have ONE opening for a January Auction. 
We still have TWO openings for a February Auc- 


tion. 


Do not wait until it's too late! We would have to 
say no to you. 


WRITE! WIRE! PHONE! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 


Telephone: Plaza 7-4693 



































Available for the first time . . . 3 TIERED 


MIRRORED DISPLAY 


PICTURED: 
No. 1001D 


MIRRORED DOUBLE 
PEDESTAL & SKIRT 
12” Diam. x 15” High 


Two mirrored pedestals 
supporting glass shelf 


List $47.50° 


No. 1001T 


MIRRORED TRIPLE 
PEDESTAL & SKIRT 
12” Diam. x 20” High 


Three mirrored pedestals 
supporting two glass 
shelves. List $59.50* 


*Turntable motor not includ. 


Glossy prints and prices gladly furnished to jobbers 


Write to 


Color Brite 


FABRICS & DISPLAY 


29 East Court St., Cincinnati 2, Ohio 














An ultra-smart beautifully fashioned new bellringer for 
those expensive diamonds. This exquisitely designed case 
is beautiful, but practical, a sheer work of art. It will 
display and package your rings to the highest possible 


advantage. Available in all Pearlescent colors, with blue, 
turquoise, white and red “Petal” velvet pads. Individually 
packed. 

Ry ere Per dozen $10.25 


Sold Exclusively Through Wholesalers. Ask for Our Descriptive 
Catalog for Additional Styles. 


ROCKET JEWELRY BOX, INC. 


125-129 East 144 S#., New York 51, N. Y. 

















FASHION HINTS (from page 66) 
ditional information about how they fit into this 
vear’s style story helps you close the sale. 


The car salesman of 1956 in many cases need 
only point up the strong fashion points of the new 


cars. Most prospective customers don’t even 
bother to ask questions about the motor! Your 
potential buyers will interestedly listen to how 
a pin, a bracelet, a necklace dramatizes this Win- 
ter’s new dress, after they’ve learned the nature 
of the piece—whether it’s karat gold or cultured 
pearls, or what. Similarly the woman will want 
to know if mother-of-pearl looks right with a 
new navy or grey suit. 

Remember, if it’s from the jeweler, it 7s some- 
thing special. Even you as a new salesperson can 
and should enjoy that same pleasure in handling 
precious and non-precious jewels that come pack- 
aged in the little box that has the look of lux- 
Ao 

And—if additionally, it has the excitement of 
being “new,” “just out” “in style,” “fashionable” 
-~—you’re in business. 

The trick is to convince the buyer it is new; 
it is datelined this year! 

Here are some tips on how to turn that trick. .. . 


SELL CHRISTMAS FASHIONS: DATELINED, 1956 


Fashion is the extra spice for seasoned (and make 
sure it’s this Christmas season) selling! 


ABOUT PRECIOUS JEWELRY: 


e Because of the importance of black dresses in all 
price lines, there’s a great design interest in di- 
amonds combined with coral, emeralds, and turquoise. 
e Diamond jewelry looks very new when it’s set in 
yellow gold. 

e Individual pieces have greater stature as far as 
length is concerned. Pins are very long; earrings are 
big, bulky, or long lavish drops; necklaces consist 
of multiple strands or single chains with a long 
pendant center. This lavishness ties in with the 
silhouette in apparel for ladies which stresses that 
“My Fair Lady” elegant look, frequently described 
as a return to the Edwardian era. 

e Pins pop up all over the place. They’re worn on 
hats (the high, big ones that look apologetically like 
Russian cossack styles). Pins define one of the new 
lines in ladies’ clothes. They’re worn high under 
the breast to simulate that high-waisted look of the 
Empire styles. 

e Cultured pearls are particularly appropriate for 
new clothes. They add that dash of white to the 
many black costumes. Most popular, tell the men, 
are the chunky uniform chokers, or the 20-inch 
graduated necklaces. 


RINGING IN NEW BUSINESS: 


e You’re still selling sentiment when you’re selling 
betrothal rings, but bring it down to earth by 
talking about the value of some of the new cuts, 


PLEASE TURN TO PAGE 108 
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Right—New Tissot men’s and ladies’ Futura 
watches distributed by Holzer Watch Co., Inc., 
501 Fifth Ave., N. Y. C. Concealed crown, 
micronized movement, shock-resistant. Men's 
Futuras from $85 F.T.1.; ladies’ from $115. 


Far Right—Anson, Inc., 24 Baker St., Provi- 
dence, R. I., introduces 14 K cuff-link and tie- 
clip set with concave scallop design to retail 
for $66. Packaged in black leatherette 

hinge box with gold-plated rims. 





Right—Black antelope foldover handbag 
from Spain, distributed by F. O. Merz & Co., 
104 N. 63rd St., Phila. Skin won’t rub 

off or crack. Retails at $18. Other styles 
from $10 to $70. Folder on request. 









Far Right—*His” and “Hers” paired jewel cases 
by Babcock, Inc., Attleboro, Mass. Attache 
styled, saddle stitched. “His” in black, 


ginger or tan leather; “Hers” in pastel blue 









or bone ivory. Velvet lined. $7.50 each. 










Right—This new “Merriweather” clock radio 
by RCA, Camden, N. J., has a swivel base and 
easy-to-set clock levers. Molded plastic 







hood encloses sides and back. Phono-jack on 
side. Choice of colors. For $42.95 retail. 












Far Right 
manufacturers of precious-metal jewelry, 546 


From Wayne Silversmiths, Inc., 






S. Broadway, Yonkers, N. Y., comes this die- 






struck medal. In sterling from $4 to $8; % 
in 14K gold from $15 to $45 Keystone. 
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Left—The “Matinee,” Hamilton’s new 
lady’s watch. 22 jewels and guaranteed 
lifetime mainspring. Wing-shaped end 
pieces. 14K yellow or white gold case 


with calfskin strap. For $100 F.T.I. 














Far Left—New “Far East” coffee service by 
Reed & Barton, Taunton, Mass. Based on an 
ancient Chinese form, with insulated handles. 

Embossed chrysanthemum motif. Three pieces 


for $245. Tray with black Micarta well, $45. 










Left—From Henry Coehler Co., Inc., 101 
Fifth Ave., N. Y. C., comes this novelty 
musical alarm clock. Unbreakable glass 
dome. Awakens you by playing “The Blue 
Danube” as ballerina dances. For $14.95. 














Far Left—A new idea in mounting by Raymond 
Abrahams, jewelry manufacturer, 551 Fifth 
Ave., N. Y. C. Large round diamonds with 
baguette diamonds. Combination brooch 

and clip in platinum. Retails at $15,000. 








cena 
Se 














Left—From Forstner, Inc., Irvington, 
N. J., come these identification bracelets. 






Polished plaques provide space for name 
and address or inscription. Gold filled 
and sterling. 







$3 up (women’s); $10 (men’s). 











Far Left—One of Wittnauer’s new line of 
Weather-Key instruments, this Weather Sphere 
is a barometer and humi-therm in a crystal 
ball. 4% in. x 5% in. Harmonizes with 


any background. To retail for $27.50. 








now... theyre 
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Right—Men’s jewelry set from Squire, Inc., 
Taunton, Mass. Contrasting white and smoked 
mother-of-pearl cuff links and tie clasp 

have see-through panels. To retail at $7.50 
plus tax. Order by number 33255. 





Far Right—From the O. L. Special line of 
Oneida Ltd. Silversmiths come these new 
Console candlesticks. 2%4 in. high. Clean 

lines and impressive weight belie the low 

list price of $3.95 per pair. Community No. 4949. 


Right—This is the new “Aladdin” ring by 
Kaspar & Esh, 216 W. 46th St., N. Y. C. 

Interchangeable stones, emblems or initials 
can be bought separately. Complete rings 
from $50; additional slip-in tops from $9. 





Far Right—One of Ronson’s current line of 
table lighters, this “Cupid” model comes in 
either white enamel or black enamel with 
gold-plated cupid and trim. Gift wrapped. 
Retails for $11.50 and is tax free. 


~ ae 





Right—Gilt set for ladies from Craftsman 
Billfolds, 47 W. 34th St., N. Y. C. Parisienne 
purse with matching keycase in top-grain 
cowhide. Ivory color. In jewel case with 
re-use value. To retail for $10. 


Far Right—Bulova “Lyric” table radio features 
styling and tone at low price. Ebony cabinet, 
large convenient-to-use dial. Height 6°, in.; 
width 9% in.; depth 614 in. Weight 41 lbs. 
For $24.95 in zone No. 1; $25.95 in zone No. 2. 


yours to prof 
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Pney rc HOW... . 


Left—From Arbor Jewelry Company, 204 
Westminster St., Providence, R. I., come 
these genuine rock-crystal flowers. Hand 
carved and individually mounted in sterling 


silver. Rhodium finished. $35 apiece, FTI. 


Far Left—The self-winding “Starfire” lady’s 
watch by Elgin. 14K gold case with black 
silk cord and 17 jewels. Crown hidden in 
top end piece helps give watch stylish 
elongated look. Retails for $125 FTI. 


Left—Concord Silversmiths, 422 Washington 
Street, Brighton, Mass., offers baby-shoe 
jewelry. Suggested retail prices: shoes in 
sterling or gold-filled, $2 apiece: bracelets, 


$3; shoes in 14K gold, $15. 


Far Left—New ball-point pen featuring feather 
balance by A. T. Cross Co., Providence, R. I. 
Choice of points. In chrome at $3.75; in 
12K gold-filled at $6.60; in 14K gold-filled 

at $8.75; in 14K gold at $50 FTI. 


Left—Slim, light-weight lighters by Zippo 

Mfg. Co., Bradford, Pa. Packaged in combina- 
tion display and gift box. In chrome to retail 
at $6; in silver-filled at $11.50; in gold- 

filled at $20 plus tax. 


Far Left—From Wefferling, Berry & Co., 8 
Rose St., Newark, N. J., comes this Past 
Masters ring in 14K gold. Blue enamel, 
raised emblem; gavel and trowel on sides. 
$66 Keystone. Diamond in center from $110. 
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If you can sell jewelry, and appreciate 
the retail jeweler’s needs, here is an 
opportunity to increase your earnings 
with the watch band manufacturer 
whose growth is based upon a realistic 
understanding of the jeweler’s 
problems, 


Men who qualify will benefit by top 
compensation arrangements and high- 
ly productive territory. 


% INCREASE IN FLEX-LET 
SALES VOLUME, 1950-56 








1945 


Historic milestones mark Flex-Let 
as a pace-setter for the entire in- 
dustry: Tru-Rivet construction, 
Thin-Man, Ends that Blend, 
Custom-Mated cords, Size-O-Matic, 
Show ’n Sell Inventory Control unit, 
Repair Dept. Watch Band Merchan- 
diser, men’s jewelry priced F.T.I., 
the famous Unconditional Repair 
Guarantee, etc.! 

And Flex-Let’s steadily increasing 
volume per jeweler, coupled with 


~ Keystone-PLUS mark up, has made 


INCREASE IN NUMBER OF 
FLEX-LET ACCOUNTS 





1950 





CORPORATION 


State age, name and dates of previous 
employment, positions held, earnings 
received; plus full details of territor- 
ies covered. There are also opportuni- 
ties for men who have never travelled: 
please state territory in which you 
think you would be successful. 
Strictest confidence guaranteed. 





Write to Jules Hochman, Vice Presi- 
dent — Sales, Flex-Let Corporation, 
580 Fifth Ave., New York 36, N. Y. 


AVERAGE VOLUME 
PER SALES TERRITORY 





1956 


1945 1950 


1956 


now is the time to join the growing team 


this superbly-styled line a vital 
source of profits for Flex-Let jewel- 
ers everywhere! Therein lies the 
reason for Flex-Let’s dramatic 
progress! 


We are proud to announce that 
plans for 57 promise even greater 
rewards for Flex-Let jewelers, 
Flex-Let salesmen, Flex-Let con- 
sumers — for everyone who quali- 
fies as a member of our growing 
family! 


OPPORTUNITY for JEWELRY SALESMEN 
tocROW with i = 
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Here are 4 specific ways to sell more Fostoria giftware: 


Just stocking Fostoria gift crystal and 
milk glass starts you off on a sound 
profit footing. Fostoria giftware is so 
beautiful, so practical, it almost sells 
itself. But if you really want to build 
trafic and move merchandise, here are 
four ways to do it! 


l. Display Fostoria crystal and 
milk glass. Use Fostoria free mer- 
chandising aids to corral attention. 
Put out the exciting new gift pieces 

as well as the Fostoria crystal and 
milk glass you carry for year-round 
selling. It’s all so perfect for Christ- 
mas, yet since it’s not seasonal, you 
face no after-Christmas mark-downs. 
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2. Advertise the Fostoria line at 
Christmas. We're adding to your local 
advertising with a page ad in Decem- 
ber’s House and Garden, showing in 
full color the gift display above. Fol- 
low up in your own town with ad 
mats, supplied free. Use free pattern 
leaflets and color ad reprints for your 
own direct-mail campaign. 

3. Show local businesses who give 
Christmas remembrances to their cus- 
tomers how valuable Fostoria gifts 
can be —- gifts seen and used year 
round in their homes. An offer to 
gift wrap and mail gifts for these 
companies can bring you extra sales. 


4. Use store’s wedding gift reg- 
istry as potential customer list. Re- 
mind husbands, friends, and relatives 
of stemware not yet given. 

Try these four. For free merchan- 
dising aids, write or see your Fostoria 
representative. Come Christmas, you'll 
see what a difference thorough mer- 
chandising makes in your stocking. 
Fostoria Glass Company, Moundsville, 
West Virginia. 


frostoria 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 





IME was when a museum was a repository 

for things past—a sort of slice of artistic his- 

tory. People visited them to see what their 
ancestors had painted or sculpted or woven or 
built or fashioned by fire (such as ceramics and 
glass). In only a few scattered museums of mod- 
ern art were the ideas of today and tomorrow 
encouraged, and on occasion their displays have 
been so far in advance of the times that they were 
out of touch with present-day living. 

“Time was,” we said. Because in the past few 
years museums all over the country have seemed 
to develop an awareness of the importance of now. 
A great many of them have opened their exhibi- 
tion floors to displays of wares which are on mer- 
chants’ shelves this minute, particularly when the 
wares possess such high artistic values as china, 
pottery and glass. Manufacturers of fine table- 
ware and decorative pieces have been sending spe- 
cial displays on nation-wide tours of the museums, 


Don’t forget the three china and glass shows 
in Pittsburgh next month: 

Pittsburgh Glass and Pottery Exhibit—Janu- 
ary 9 to 16 at the Penn Sheraton Hotel 
(formerly William Penn Hotel). 

Carlton House Show—January 8 to 15 at the 
Carlton House. 

Keystone China and Glass Show—January 8 
to 15 at the Fort Pitt Hotel. 


often accompanied by a lecturer, and have found 
the local populace eager to learn the whats and 
hows and whys of these beautiful objects. Some- 
times a local store works with the museum on 
special showings, the store head—who may well 
be also a member of the museum board of direc- 
tors—finding that such a joint effort benefits 
both store and museum. 

You may have been one of those merchants. It 
is an especially valuable promotional tool for the 
jeweler, whose display space is usually limited. 
And even if no manufacturer’s exhibit is avail- 
able, your local museum may present an oppor- 
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tunity for a showing of your own—table settings, 
for instance—offering not only more space than 
your own store but a prestige background in keep- 
ing with your merchandise. 

A museum display which deftly combined the 
old with the new into a table-setting concept of 
great originality was staged this fall in the New 
Gallery of the Atlanta (Ga.) Art Association. 
built around “Timeless Wedgwood.” Florence 
May, Atlanta designer, created the settings espe- 
cially for today, avoiding the cliches of formai 
service and thinking only of the comfort of guests. 
ease of service, and facility and grace of taste 





“LONG LIVE THE QUEEN" 





"SERENE SERVICE" 


Mrs. May placed her settings on such surfaces 
as a tear-shaped piece of granite on black iron 
legs, oiled wood coffee table, wallpaper-covered 
plywood, and clear glass, most often without any 
linen excepting napkins. And she combined the 
oldest with the newest, without any yardstick 
but beauty and convenience. 

Two of the tables are shown here—one using 
plates from the coronation banquet service made 


for Queen Elizabeth II, with linen from India. 
PLEASE TURN TO PAGE 102 
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CHINA 
GLASS & 
FLATWARE 


a “‘natural’’ combination display 


by VIRGINIA DIXON 


® No other combination of merchandise is more 
of a “natural” for display than china, glass and 
flatware. Your window and interior displays are 
star salesmen of your tableware merchandise. 

As far as the customer is concerned, it would be 
impossible to display too much china, glass and 
flatware in the form of table settings. However, 
space limitations force the jeweler to make com- 
pact displays and limit the number of them. 

For example, he can set up special-occasion table 
settings which relate customer interest in etiquette 
to the products themselves. A dinner party, a 
tea table, a breakfast setting, an arrangement 
for a spring luncheon, a Sunday night buffet... 
these are a few of the many themes which can 
be carried out effectively and easily. 

And just as the combining of china, glass and sil- 
ver bring them to life for the customer, so the 
personal touch of table decorations enables the 
hostess to visualize the table she would like tuo 
set in her own home. Table linens, flowers, can- 
dles and very often nuts and candies might be 
included. Try to get the cooperation of a local 
florist for centerpiece arrangements. Artificial 
flowers, cleverly arranged, can be used but are 
rarely as glamorous as real ones. Fruits, vege- 
tables and dried foliage also make interesting 
effects. Watch your garden club exhibits for 
ideas—or find a garden club member to arrange 
your settings. She’ll be delighted to help. 
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A versatile step unit is used for showing an 
assortment of china, crystal and silver pieces. 
The unit is flanked by two chests of flatware 
and a flower arrangement suitable for a table 
setting. Additional pieces are displayed on 
the window floor and soft draperies are hung 
against the background on either side for a 
graceful effect. The curved step unit (of 
which a photograph is shown) measures 
twenty inches in height with the six steps 
measuring twelve inches in width and taper- 
ing in depth from approximately six inches 
to four and a half inches. The unit is avail- 
able from Twinkle Displays, 113 West 27th 
Street, New York 1, N. Y. in natural wood 
priced at $26.50 and in white flat lacquer 
finish at $31.85. 


PLEASE TURN TO PAGE 84 











OPPORTUNITY SA 


JAN. 7— FEB. 9 


You re invited — for five price-slashed weeks —to profit from the anniversary 
sale of Coronation in Community.* Not a discontinued pattern sale, this is a real 
opportunity to cash in on the most popular silverplate pattern of all time. 

(More than 53 million pieces of Coronation* have been sold!) 


The way to profit? Invite customers to the Coronation celebration at your store. 
Tell them appetizing savings await them on services for eight or twelve. And — for 
customers who already own Coronation — king-size savings apply on serving 


pieces and place settings. Yes, every customer can save during the Coronation sale! - 


Prepare for the celebration now! Free promotion pieces available — window 
banners, counter cards, envelope stuffers, price cards, newspaper mats, radio 
scripts. Everything to invite customers to the sale! 
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“One-haif off open-stock prices on 
services for eight or twelve. 53-pc. 
service for 8, including one pierced 

| | and 2 regular serving spoons, 

elt ee Mir-eent )) @) sale-priced at $49.85. 76-pc. service for 

—<—<< 2 Fe. B12, sole-priced at $69.95. Blond or 

: iis . me any-finish chest, optional at $8 






y 


4 — 













One-third off open-st 











Special 3-pc. Correct Service Set— 
gravy ladle, cold-meat fork and 
pierced pastry server (shown in cake). 
Comes gift-boxed. An $11.50 value— 
sale price, $6.95. 
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BACKGROUND PANEL 
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CONTINUED FROM 











PAGE 8I 


“A Table Fitting for a Queen” might be the theme 
of this sketch. The background panel depicts a 
gayly decorated table presided over by the Queen of 
Hearts. A three-place table setting is again used, 
this time in a square shape rather than rectangular. 
Brackets attached to the background on either side 
of the panel carry plates and glasses in harmo- 
nizing pairs. Additional pieces are arranged on 
elevations and on the window floor. The color scheme 
chosen for the panel should be repeated in the 
window itself. The Opitz Company will supply 


panels in colors of your own choosing. 

















PLEASE TURN TO PAGE 104 
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Left—Glass salad set flecked with 

gold and white, with gold-plated spoon 
and fork in ivory plastic; three-piece 
service may be retailed for $3.98. 

From Geo. Borgfeldt Corp., of New York. 


Far Le{t—Series of ice-lip pitchers 

in Swedish crystal by Strombergshyttan 
include 2-qt. size, retail $12.50 each; 

| qt., $10; 1 pt., $7.50; and 1% pt., $5. 
From R. F. Brodegaard & Co., Inc., N. Y. 


Left—Arched candleholders in un- 
decorated Franciscan Ware are part of 
new group of 80 accessory pieces; the 
pair may be retailed for $2.95. Made 
by Gladding, McBean & Co., Los Angeles. 


Far Left—Accessories decorated by new 
technique in pastel-gold colors with 

floral hand-painting include 71 in. dessert 
plate, handled dessert bowl, $21 a doz., 
retail. From Sun Glo Studios, New York. 


Left—Finnish glass decanter with 
gift box set of 6 cordials retails for 
$11. Decanter is in smoke color, cor- 
dials in a combination of six colors. 


From the Waertsila Corp., of New York. 


Far Left—‘Zephyr” pattern in china din- 
nerware shows windblown wisps in gold and 
turquoise on ombre gray background; 5-pe. 
place setting may be retailed at $27.50. 

By Sascha Brastoff Products, Los Angeles. 


p fashions .. . 
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Right—Elegant simplicity of coin 
gold lines against warm white background 
appears in this “Regent” pattern; 5-pce. 
place setting may be retailed at $13.95. 
By Syracuse China, of Syracuse, N. Y. 
















Far Right—New in pure white milk glass 
is this footed “Lace” bowl for fruit or 
flowers; it stands 7 in. in height, is 11%4 in. 
wide and it may be retailed for $9.50. 

By Fostoria Glass Co., Moundsville, W. Va. 











Right—New in Arzberg china, the 
“Kensington” pattern with border of styl- 


























ized wheat in light gold and blue; 5- 
piece place setting retails for $18.50. 


From H. E. Lauffer & Co., Inc., New York. 


Far Right—“Savannah’”—new pattern from 
Lorenz Hutschenreuther shows sprays done 
in soft gray, pink, yellow and brown on 
coupe shape; 5-pe. setting, $9.50 retail. 


From Paul A. Straub & Co.. Inc., New York. 


Right—“Venetian Scenes’—a whimsical 
design worked out in gay colors for the 
informal dining room; in Royal Doulton 
dinnerware, 5-pc. setting $7.25 retail. 


From Doulton & Co.. Inc.. of New York. 


Far Right—New “Whitmore” design on Port- 
land Spiral shape in Aynsley bone china 

has green-brown leaves, red enamel ber- 
ries; 5-pce. setting retails at $20.25. 


From Fisher, Bruce & Co., Philadelphia. 


and home accessories. 


FOR DECEMBER, 1956 








Left—New Ceraglass drinkware design 

for the holidays—“Reindeer Tapestry” is 
made in 12-oz. highballs, $7 retail for 8; 
15-oz. highballs, $8; 20 in. tole tray, $8 
each. From Vincent Lippe Corp., N. Y. C. 


Far Left—‘Halford” design in bone china 
has hand-painted platinum and gray wreath 
surrounded by Chinese green inlaid rim; 
i ’ 7 te 5-pe. setting may be retailed at $28.80. 
ss . Sy fe From Josiah Wedgwood & Sons, Inc., N. Y. 


Left—Popular “Bon Ton” pattern by 
Jaeger of Bavaria has ribbon motif done 
in tones of pink and gray; 5-pc. setting 
may be retailed for $12. Carried in 
stock by Ebeling & Reuss Co., of Phila. 


Far Left—Decorative bowl in “Verseau” 
shape designed by Michel Daum in heavy 
French crystal; made in two sizes, 14 in. 
to retail for $30, 1714 in. size for $67. 
From Daum Crystallerie, Inc., New York. 


Left—“Rendezvous” pattern on the 

Classic Modern shape designed by Raymond 
Loewy appears in taupe and turquoise; 5- 
piece setting may be retailed at $18.95. 


From Rosenthal-Block China Corp., N. Y. C. 


Far Left—“Sunglow” design on new Hall- 
craft “Century” shape shows leaves and 
dots in yellow on gray shrubs; 16- 

piece starter set may be retailed at $12.95. 


From Midhurst China Co., of New York. 





Table top fashions... 
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8350 X Single heart design. Appropriate setting for wed- 
ding or engagement ring — or gift ring of any kind. Wire 
stand tilts case for display, swings flat when not needed. 


7850TX Miniature replica of an antique French Provincial 
jewel chest. Exquisite presentation for one ring or two. 


7950TX Popular twin heart design — for one or two rings. 
Removable wire stand tilts case at display angle, swings flat 
when not in use. 
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Left—Spode’s “Black Ermine” pattern 
combines two royal symbols—arrow-and-dot 
and fleur-de-lis on “Centurion” shape; 
5-pe. setting may be retailed for $8.40. 
From Copeland & Thompson, Inc., New York. 


Far Left—The Napoleonic “N” enclosed in 
wreath is done in gold on crystal in this 
series of brandy snifters from France; 
available in 5, 7, 13 and 20-ounce sizes. 


From French Glass Co., Inc., New York. 


Left—Blossoms in dusty pink with 
gray-beige foliage make up “Fascination” 
pattern on coupe shape in Franconia 
china; 5-pe. setting retails at $9.95. 

From Herman C. Kupper, Inc., New York. 


Far Left—Elegance” pattern on Spiral 
shape in Royal Tettau china from Bavaria 
has wreath design in rich gold separating 
rose rim from white center; carried in 


stock by Fondeville & Co., Inc., of N. Y. 


Lefjt—*Pins and Beads” decoration 


done in turquoise and birch brown on 


“Impromptu” cook-and-serve china: 16- 


piece starter set may retail at $18.95. 
By Iroquois China Co., Syracuse, N. Y. 





Far Left 


dinnerware decorated with popular con- 


New “Symmetra” shape in china 


stellation pattern is called “Contempo”: 
5-pe. place setting retails for $19.75. 
By Castleton China, Inc., New Castle, Pa. 


Table top fashions .. . 
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SPOTLIGHT 
ON | 
SWEDEN 


at the Pittsburgh China and Glass Show 
(Carleton House, Rooms 700-701) 





In addition to world famous Kosta Crystal, 
we will present smartly styled lines of 
Swedish dinnerware, cooking ware and 


decorative pieces of the highest calibre. 





EBELING & REUSS CO. 


Established 1886 


Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 


Showrooms 
NEW YORK 10 PHILADELPHIA 6 
225 Fifth Avenue 707 Chestnut Street 
CHICAGO 54 LOS ANGELES 14 
1557 Merchandise Mart 527 West 7th Street 


Warehouses: Philadelphia, Pa., Pasadena, Calif 
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(above) 





Contrasting with the “after” views, this is 
what one section of the Potter and Mellen 
store looked like “before” modernization 


and expansion. Major source of illumination CHINA & GLASSWARE 


was old-fashioned shaded incandescent 








lights. 







(above right) 

Miss Aloise O’Brien, bridal secretary at 

Potter and Mellen, shows a new china pat- 

tern to a young bride. She does not have to 

drag the customer all over the store to find 

. + . ° . 7 7 ‘ . 

related items. Flatware is displayed right When a well-known Cleveland store extends its 

above the china, and stemware is close by. line of merchandise by the addition of china and 
glassware, it has to add 1000 square feet of floor 


space to accommodate the new department. 









(opposite page) 





On open glass shelves against a wall of 
black walnut are displayed plates, cups 
and saucers. The walnut cabinets below ®¢ For more than half a century the jewelry firm 
ner aah i Ha ma ee ra of Potter and Mellen, Cleveland, carried no china 
cushioned suriace on which t ac ica : 
spepaconanys ee: ce ee or glassware. In 1954 they added these lines and 


items. Stemware is displayed across the rear ; 
wall against a background of gray felt. in the two short years since that date the results 


Here spotlights provide effective lighting have been spectacular. 
with no glare. In October of this year they were offered the 
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MAKE A PAYING BUSINESS PAY BETTER 


opportunity of purchasing the next-door property. 
They leaped at the chance. They knocked a hole in 
the wall and made the new wing, comprising no 
less than 1000 square feet of floor space, the most 
artistic part of the store with modern fixtures, 
modern lighting—and the china and glassware 
lines. 


They also moved flatware into the new depart- 
iwent, so that now a customer can find in one place 
everything she needs for setting her table. 

Because brides and brides-to-be are among the 
best potential customers of these items, Potter 
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and Mellen employs a personable bridal consultant 
who shows the young lady or her friends china 
patterns, silverware patterns or glassware—or, 
preferably, all three together. Place settings on 
the tables make such demonstrations easy. 

As an additional appeal to brides, the store has 
gone into the engraving stationery business, fea- 
turing, of course, wedding invitations. This, ac- 
cording to Louis Mellen, Jr., who is buyer and son 
of the company president, has resulted in bringing 
more young women into the store and in the pro- 
curing of more bridal registrations. 

PLEASE TURN PAGE 
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On either side of the en- 
trance to the new show- 
room are peninsular units 
constructed with walnut 
rods, brackets and glass 
shelves. Here are. dis- 
played figurines, pieces of 
Wedgwood and objets 
d’art. Shown at right of 
picture is a cabinet with 
white lucite panels, lit 
from behind by fluorescent 
tubes, displaying more pat- 
terns. 





Kans 
Se 





Potter and Mellen, Inc., located at 10405 Carnegie Ave., midway between 
suburban and downtown Cleveland, was started 57 years ago by Horace E. 
Potter, jeweler, pioneer in enameling, and instructor at the Cleveland School 
of Art. 

In the years since then the company has won numerous national and inter- 
national awards for its craftsmanship. For churches it produces jeweled 
chalices, Hanukkah lamps, patens, crosses, candlesticks, alms basins and fonts. 

Engagement and wedding rings are designed and made by hand with special! 
descriptive motifs, such as the initials of the bride, her birth-month flower or 
the flower of the wedding month. 

Other handmade items include tea sets, cigarette containers, serving silve: 
and all types of medals and awards. The firm produced the Vincent Bendix 
transcontinental air race trophy. 

Potter and Mellen occupies three floors and has five experienced craftsmen 
working on the premises. A customer comes in with an idea for some distinctive 
jewelry item, a specific design is suggested, drawings are made in color and 
shown for approval—and the piece is made. 

Outside Mr. Potter’s first studio workshop stood a large oak tree whose 
shade in summer provided a pleasant place for both work and discussion of 
the arts. Mr. Potter, a devout lover of nature, chose the oak leaf as the 
hallmark with which to identify his work and that of his craftsmen, and to 
this day each Potter and Mellen original bears this distinctive seal. 
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sell ham on making her dreams come true, 


with Franciscan ng China for Christmas! 


Tie in with the greatest selling season of the year by promoting Franciscan fine China as “‘the 
gift supreme’”’ (which it is, believe us!). If you can sell her husband, her parents, her children 
or the aunt for whom she was named on buying her even one place setting of Franciscan fine 
China for Christmas, she’ll be your customer for life as she builds her set to an even dozen! 
Let him know that you are the “‘extra-special’’ store with that “‘extra-special”’ gift he’s looking 
for...and plan an ad on Franciscan fine China today! 
Product of Gladding, McBean & Co., Dinnerware Showrooms in New York, 712 Fifth Avenue; 
Chicago, Merchandise Mart; Los Angeles, 2901 Los Feliz Blvd. 
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ONE GOOD FIGURINE SELLS ANOTHER 


by C. Thomas 


A Texas jewelry firm that specializes in figu- 
rines makes collectors of its customers .. . they 
come back again and again for more. 


® Many stores specialize in diamonds, watches or 
tableware. The W. T. Hixson Company, 118 Mills 
Street, in El Paso, specializes in figurines and 
makes them pay off well. 

Probably the people of the Lone-Star State are 
no more naturally attracted to the little china dolls 
than other people. Nor does the fact that Hixson’s 
has done a good general jewelry business since 
1888 sufficiently account for its success in figu- 
rines—they started featuring them only a few 
years ago. 

The success undoubtedly results—as most suc- 


cess results—from the enthusiasm of the store 
PLEASE TURN PAGE 
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STAY 
YOUR. 7 
HAND 


UNTIL THE PITTSBURGH SHOW! ° 













That’s when Syracuse will unveil a completely 
new concept in true, quality china... 
with the biggest sales potential in our 


long history of successes. 


YOU'LL HAVE To HAND IT TO US THEN... 


along with your orders! 
See you in January. 


Carlton House, Rooms 412-413. 


SYRACUSE, 


FINE 
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One of the Hixson windows 
is generally devoted to the 
displaying of figurines. A 
stock to back up the dis- 
played items is maintained 
inside the store so that the 
window does not have to be 
disturbed. “Robbing a beau- 


’ 


tiful display,” says Mr. Tur- 


ner, “isn’t good business.” 
















































































people themselves. Mr. Turner and Mr. Lewis, 
the owners, love the figurines, and they get their 
feeling across to their prospective purchasers. 

There is, of course, figurine collecting in the 
technical sense—like the collecting of old stamps 
and coins—of items no longer made that have 
gone up in price. Such pieces come about quite 
naturally ; a manufacturer adds a new design and 
discontinues an old one, which automatically be- 
comes a collector’s item. Or Doulton comes out 
with a commemorative piece which is limited in 
number and dispensed on a quota basis. 

The average Hixson customer, however, is nota 
specialist. Most likely she buys blindly the first 
time. A pretty piece of ceramic catches her eye 
and she forks out the money. 

She does not, however, simply walk out of the 
store with it—not if Mr. Turner can help it. He 
talks to her about it, makes her see the fine points 
of its workmanship, discusses—what she never 
knew existed—the history and lore that lie behind 
it. When possible, he guides her choice from the 
outset. Because it’s very easy to sell the wrong 

PLEASE TURN PAGE 
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Impromptu has set new 


vee aes SALES RECORDS sales records wherever 


it has been shown 
Impromptu by Iroquois... pace-setting place settings that score a elaborate 
new highs in profits and turnover in leading jewelry stores all over the displays! Two shelves 


are all you need to show 


country because they sell on sight. 
: : your customers a rep- 





Designed for the big new casual living market, this exquisite resentative selection 
translucent true china is so durable it’s backed by the famous Iroquois of this amazing value. 
“replaced if it breaks” warranty ...so practical it doubles from oven 
to table, eliminates hard-to-clean pots and pans. And this high-fashion i, 


fine china retails for as little as $4.95* for a five piece place setting! — 
Available in Bridal White or a choice of seven original Ben Seibel twpr = ere 
designs. Supported by powerful national advertising and a wide S aie bain ie aoe tr 
selection of effective, free dealer aids. For further details write to =v | KO) (){ ( lS 
Iroquois China Co., JCK 96, Syracuse 9, N. Y. Ben Seibel? oesien 











*A bit higher in the far west. 
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Mr. Lewis sets up a combina- 


tion group for a customer 
who has become a collector. 
The story the figurines tell is 
as important as their beauty. 
In the background, Mr. Tur- 
ner shows a figurine custom- 


er some pieces of china. 





item, he tries to learn something about the person 
for whom the figurine is being bought. If the 
person has none to start with, he recommends one 
of a group—for example, “Spring.” Eventually, 
“Summer,” “Fall” and “Winter” are pretty sure 
to be purchased. Once created, the taste for figu- 
vines grows. Make a customer buy one, she'll 
come back for another .. . and another. 

Mr. Lewis is just as careful in his selling phi- 
losophy as Mr. Turner. According to him, not 
many people know how properly to combine figu- 
rines. The trick is to assemble a good group. “Take 
‘Afternoon Tea,’ as an example,” he says. “By 
themselves the two characters look very prim. 
Put a begging dog before them and their aloofness 
vanishes. The two young ladies are not above 
having a pet tease them for a tidbit from their 
table. 

“Or take “The Gossips.’ It’s a beautiful object 
by itself. But place ‘The Maid’ behind them, and 
you can write your own story about the inquisi- 

PLEASE TURN TO PAGE 106 
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HE AMERICAN FINE CHINA GUILD 
invites you to visit the exhibits of its members. 


On display, 4th floor CARI ue YN IC )| SE. 


Pittsburgh, Pennsylvania 


CHINA-GLASS & POTTERY SHOW 
January 8-15, 1057 


MIEMIBERS 

Castleton China, Inc.- Castleton 

I lintridge China Co.- Flintridge 

Gladding, MeBean & Co.-Francisean 
Haviland & Co., Inc.- Haviland 

|_enox, Ine. - Lenox 

Onondaga Pottery Co. - Syracuse 

China in the Great Tradition- American Made 


EMBE 
3, Ee 


4 
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“DARIEN”—new gray swirl cutting on bell- 
clear Bavarian crystal stemware shape with 


twisted stem, fashioned and cut entirely by 


hand. 
App. $15 a doz., retail. 


One of many new imports which will be intro- 
duced next month at the Pittsburgh china and 
glass show. 

Fort Pitt Hotel—Rooms 342, 343, 344 


including 
Heinrich China Dinnerware from Bavaria 
Waterford Lead Crystal from Ireland 
Bone China Assortments from England 
Glassware from Bavaria 
Dinnerware and Gift Items from Japan 


Also our lines of American glassware at the 
Hotel Penn-Sheraton (formerly William Penn) 
Seventeenth Floor—Booths 6, 7, 8. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Calif. Toronto, Ont., Canada 
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CHINA, GLASS & GIFTWARES (from page 79) 


glassware from Lobmeyr and Baccarat and antique 
silver gilt flatware from I. Freeman. In contrast. 
the round coffee table is set with antique china 
from Wedgwood’s first Catherine the Great ser- 
vice, black basalt coffee service, with Jensen 
flatware, Russian goblets and unica from Leer- 
dam, and mauve butterflies under the goblets. 


OMETHING of the same theme of “casual 

elegance” was brought out at a meeting on 
table appointments held October 16 by the Na- 
tional Home Fashions League at the New York 
showrooms of the Rosenthal-Block China Corp. 
The speakers were Mary Davis Gillies, home 
fashions editor of McCall’s magazine; Freda 
Diamond, industrial designer in this field; Ruth 
Von Sien Pirtle, linens buyer for Lord & Taylor; 
and Ruth D. Sunley, director of publicity of the 
International Silver Co. Each approached the sub- 
ject from her own angle, with a general area of 
agreement that the servantless hostess should not 
be bound by any strict rules of table setting eti- 
quette but should use her loveliest things in new 
and imaginative ways on the table. 


en stemware patterns in French glass 
adapted for the American market will be na- 
tionally advertised by the French Glass Co., of 
New York, in the forthcoming May ond October 
issues of House Beautiful, and Living for Young 
Homemakers. Dealers who handle the line will 
be invited to particpate in the promotion, their 
names to be included in the advertising. They 
will also be supplied with such material as re- 
prints of the advertisements, mats and suggested 
copy for newspaper advertising, point-of-sale 
cards printed in France, glossy prints of the pat- 
terns, and radio and television scripts. All of 
this material will be ready for introduction to the 
dealers at the Pittsburgh China and Glass show 
in January. 


SPECIAL exhibition of both antique and mod- 
A ern Wedgwood and of fine hand-made crystal 
from Orrefors in Sweden was held for two weeks 
last month in the J. E. Caldwell & Co. jewelry 
store in Philadelphia. Included in the Wedgwood 
exhibit were all four types of dinnerware and dec- 
orative objects made by the company since 1769 
—the first “Queen’s Ware,” black basalt, jasper 
and bone china. Hensleigh C. Wedgwood, presi- 
dent of Josiah Wedgwood & Sons, Inc., was pres- 
ent to autograph purchases of jasperware. Mrs. 
Helen Douglass, Orrefors sales manager, discussed 


the display of the glassware. 
PLEASE TURN TO PAGE 106 
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from France - “rod carpet’ pre-selling stemware promotion 


Four new modern shapes in 
quality-crafted crystal are 
offered in 10 size glasses plus 
brandy-snifters in 6 sizes, 

for prestige promotion. 




























Here’s what you get! 


e Your store name included in full-page 
advertisements in 


HOUSE BEAUTIFUL, May or October, 1957 
or 
LIVING FOR YOUNG HOMEMAKERS, June or November, 1957 


¢ Reproductions of the advertisement containing 
your store name mounted on magazine cards, 
for window or counter displays. 

¢ Modern treatment of single or double newspaper 
advertisements with mats. 

¢ Point-of-sale counter cards, 7!/, x 4!/," colorfully 
reproduced in French tri-colors and gold. 

¢ Glossy prints for newspaper publicity, and TV 
and radio spot commercials for local use. 


“Connoisseur” Brandy Snifters 


See this “extra-special” pre-selling 
promotion at the: 
CARLTON HOUSE (room 816) 
CHINA & GLASS SHOW, 


January 8-15, 1957 
Modestly priced, they are available 
in open stock bearing the prestige 
signature V&P—Made in France. 


MIAMI GIFT SHOW, 
MIAMI BEACH AUDITORIUM, January 12-14, 1957 


¢ Write for Price List and Complete Details 
* exclusive distributor in U.S.A. or write us for full particulars. 


Ht Lith | t LL ASL LU. a 2 Fifth Avenue @ New York 20, N. Y. © Circle 7-7634 
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CHINA GLASS & FLATWARE DISPLAYS (from page 85) also comes from Nita Opitz and like the others will be 
created to individual order with any variations requested 
—or additional designs will be submitted for approval. 













Wedding rings have been made of many kinds of 
A gracious setting for entertaining is indicated in the metal, not to mention leather or straw, used in emer- 
hand painted background panel indicated in sketch. Cir- gencies, 
cular elevations of various heights, each holding a place 
setting, repeat the circular-table motif and permit the 


24. 'L orld’ 
showing of a number of harmonizing settings. Candles A 24-foot pendulum or from the world's oldest 
and flowers are used in the window and a copy panel clock, which has been running for nearly 400 years in 
appears to the left of the decorative panel. This ae Rye, — 





‘40 PRE-TESTED PATTERNS 


NATIONALLY ADVERTISED IN HOUSE BEAUTIFUL, 
LIVING FOR YOUNG HOMEMAKERS, SEVENTEEN, 
NEW YORKER, GOURMET, BRIDE’S MAGAZINE, 
MODERN BRIDE, GUIDE FOR THE BRIDE 


$: REPRINTS OF NATIONAL ADS MOUNTED 
DS FOR COUNTER DISPLAY, NEWSPAPER MATS, 


f WITH ALL ORDERS 








RE-ORDER BEST SELLER ’ : —_ ~~ 
Dee SPECIAL REQUESTS ALWAYS HONORED 

- = = BE” A aE Oabetae & 
Zz 22 B Se e2B 882 S242 Ze = Bee == Ze 
=——- =-_ 2S 2S = S=S = 232 2 Z2= = eg Sa 
E 4 == 2S 22.DUCOCD@™ SBE 2S 2 = = rr Q—— = 
= SBS 2352 25> SS BS 2B 2B ES : —_ = = 

AT THE 


RE-ORDER BEST SELLER “DELPHINE”’ 


BEAUTY AND QUALITY THAT JEWELERS DEMAND. 





HERMAN C. KUPPER, INC. © 39-41 west 23rd st. @ n. y. 10, n. y. 
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Round Trip Ticket 





















Nine whole floors 
Pp a train (or a plane ’ 
Hop “eth a a ) . a to shop and browse 
pee 4 nae on a ; a At La Salle Hotel 
im tale | ; ¢ and The Palmer House; 


for this great Gift Show! sift 
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; The China and pT as ia 3 de Besides all the buying | 
display is profuse, } - that you will do, 
The Discovery Room } There's a Dinner Dance @ 
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Registered California 

. is really great— 
“A whole floor of gifts 
from the West Coast Statey 




























OTehi-telale Mm elisla-t 


din pe ee 





BH ge oe oye 
So bring your glad rags | are listed below 
and plan for fun _ So make plans now 
After the busy day’s for the Chicago Gift Show! a 
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a : 
La Salle Hotel and Palmer House 





FE EBRUARY 3 to 14 Eastern Manufacturers and Importers Exhibit, Inc. 
George F. Little, Managing Director 


220 Fifth Avenue, New York 1, N. Y. 
SHOW HOURS 


Sunday, Feb. 3................ Noon to 6 P.M. 
Mon. thru Fri., Feb. 4-8 ....9 A.M. to 6 P.M. 
I IN Shs. uc wnnoctotannietiomasiiil Closed 
Sunday, Feb. 10................ Noon to 6 P.M, 
Mon. thru Wed............... 9 A.M. to 6 P.M, 
Thursday, Feb. 14............ 9 A.M. to Noon 
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FISHER, BRUCE & CO. 


One of America’s Largest Open Stock Dinnerware Houses 
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Drvon, in foreground—Oak Lear, in back 


Two unusually attractive 


new AYNSLEY patterns 
on the Portland fluted shape 


The superb quality and remarkable 
whiteness of this fine English Bone 
China enjoy world-wide fame. DEVON 
is decorated with a mint-green band 
and coin-gold print. Oak LEarF is 
in 


gray, with a platinum edge. Both 


are from an outstanding group of 


Aynsley patterns now available for 


immediate delivery. 


place settings, retail: Devon, $25... Oak Leaf, $15 


See our exhibition of Aynsley patterns and 
other exclusive lines of fine china and 
earthenware dinnerware at The Carlton 
House, Pittsburgh, Pa., January 8-15 inc. 


Exclusive U.S.A. Representative: 


991 Market Street 
Philadelphia 6, Pa. 


1107 Broadway 
New York 10, N.Y. 


CHINA, GLASS & GIFTWARES (concluded from page 102) 


| AWN Orrefors crystal bowl from Sweden, designed 
| by Nils Landberg, will be awarded to the 
winning coach in the Rose Bowl] football game in 
Pasadena, Cal., on January 1, given by General 
Mills, Inc. The bow] is 914” high and 14” in diam- 
eter and is engraved with a football action scene. 
Twenty-two punch cups will also be given to the 


winner. During the football season, the bow] will 


be displayed in selected store windows in the home 
cities of the eligible teams or in nearby cities. 


T a press luncheon held late in October at the 
Plaza Hotel, New York, the new Lucent 
dinnerware in break-resistant melamine, designed 
by Raymond Loewy, was introduced. Translucent 
but durable, the dinnerware has softly curved 


lines with slim, perfectly rounded cup handles. 


The cups, plates and sugar and creamer are all in 
generous size with tapered edges, and the ware 
comes in four colors— white, pink, turquoise and 
yellow. There are four decorations, too, all com- 
plementary to the colored hollow-ware. 


B. DANIELS & CO., INC., New York im- 

e porters and manufacturers of giftware, has 

acquired an additional floor at its present location 

at 31 West 27th Street, to be used for manufac- 

turing and warehousing. The present factory in 

upper New York City, will continue in operation 
too. 





| ONE GOOD FIGURINE (concluded from page 100) 


tive girl and the secrets she is overhearing.” 
Hixson’s keeps perpetual inventory on its figu- 
rines, buying only twice a year and getting ship- 
ments direct, thereby saving 714 per cent. “A new 
item comes out,” says Mr. Lewis, “and automat- 
ically we buy one as a sample. We put it in stock, 
and the time it takes to move it determines our 
next order. We may not reorder the number at 


_all, or again we may reorder it in dozen lots.” 


By following this buying policy, Hixson’s have 
only two figurines on their shelves that have 
failed to move. In both cases it was the color—or 
lack of color—that failed to appeal to the custom- 
ers, for both figurines sell in other colors. 





Hair springs are so named because they were origi- 


| nally made of pig bristles. 


Because of differing gravity pulls, a clock requires 
about one-fifth of an inch longer pendulum in England 
than in Brazil. 
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DON’T LEAVE THE BRIDE AT THE ALTAR... 


reach the young “Family Formation” market in the new 


Pr ts ay ae 









Guide for the Bride & Home launches in January an exciting new 
editorial format directed to helping the bride and groom before and 
after the marriage ... from the engagement day through the family 
formation period. Bride & Home will not “ 
the altar.”’ 

Wedding etiquette, bridal fashions and travel will continue as an 
important part of the new format. Bride & Home will not stop there 
as problems in homemaking begin at the altar. Selection and purchase 
of homefurnishings continue for a period of years. 


leave the bridal couple at 


Decorating 
problems multiply as the newlyweds move from place to place ...a 
frequent occurrence during the family formation period. 


NEW YORK 17 
545 5th ipogned 
MUrray Hill 2-3345 


Advertising Offices: 


MEMPHIS 17 
1604 Raymore 
M Utual 5-9643 


TYLER, TEXAS 
P. O. Box 3142 
TYier 3-3948 
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CHICAGO 6 
400 West Madison Street 
CEntral 6-2757 


LOS ANGELES 17 
1709 West 8th Street 
DUnkirk 8-5187 


Today’s young couples seek new ideas for better living in homefur- 
nishings, decorating and entertaining... .new places for the honeymoon, 
vacation and weekend travel. Yes—they seek new horizons in living. 

Bride 


of their efforts to the problems facing increasing numbers of brides 


& Home’s new editor and vibrant young staff will direct all 
and newly marrieds searching for a better way of life. 

The family formation market commands your fullest consideration. 
Sell your brand to the active-buying market of young people who 
need everything. Direct your sales message to the young couple— 
from the engagement day—through the family formation period in 
Guide for the Bride & Home, 572 Madison Ave., New York 22, N. Y. 


ATLANTA 9 
1447 Peachtree Street, N.E. 
TRinity 4-8694 


MIAMI 32 
814 Chamber of Commerce Bldg. 
FRanklin 9-1495 


SEATTLE 1 
531 Medical Arts Bldg. 
M Aine 6827 


BOSTON 16 
462 Boylston Street 
COpley 7-8888 













Spode 


DINNERWARE 


ACTUAL SIZE 


Bone China 
Miniature 
Cup & Saucer 
Retail price: 
$3.00 each 


Spode Bone China Miniatures are made and 
decorated with the same meticulous care that 
has made Spode famous. Twelve different 
patterns are carried in stock with Cups & 
Saucers, Teapot, Cream & Sugar. See them 
at the Spode showroom or write 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 











Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Fall schedule in THE AMERICAN ROME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE'S MAGA- 


ZINE and SEVENTEEN. 


Roval Doulton 


AST 6TH STREET NEW Y 





FASHION HINTS (from page 72) 

the new illusion mountings that look like a lot but 
cost less. 

e Have new heart cuts? Let the customer know 
they’re something special in prices everyone can 
afford. Bring out the “little” fancy cuts ... the 
marquise cut in the smaller sizes; the emerald cuts 
with the illusion rims that make them eye-catchers. 


COSTUME JEWELRY’S WEDDED TO THE 
WARDROBE: 


e There’s no such thing as a woman who has all of 
the costume jewelry she wants, needs, or will find 
suitable to “pick up” this year’s newest dress or 
dress up last year’s oldest. 

e Again, the popularity of black affects the fashion 
sales story. What goes best with it? Rhinestones— 
and lots of them—for brilliance. “My Fair Lady” 
may be in the income bracket that can only afford 
costume pieces, but she still wants to look like the 
gir] that Rex Harrison is willing to change from a 
caterpillar into a butterfly. 

e Evening styles in dresses are elegant, with satin, 
lace, brocades all used opulently. The rhinestone 
ensembles that harmonize with all this lavishness 
are big in sparkle and size and favor! 

e Sell necklaces all along the line. Open-throated 
capes and suits in the day and bare-necked evening 
fashions have created a demand for multiple strand 
necklaces (6, 8, 9-strand bibs). Earrings too, are 
bigger (in size and popularity) than ever before. 
Button styles are over-sized; drops cascade down 
long and low. 

e Don’t forget your gold finishes: base metal or 
gold-filled. Blue-reds, beige and white follow closely 
on the heels of black and invite a tone-on-tone look. 
That is, jewelry that is matched in color to the 
costume. 


FIT FASHION FACTS TO THE FACE: 


e Make your selling more intimate, more concerned 
by asking what the important “she” looks like. 
e For the slim-faced girl suggest the huge cluster 
earrings, the oversized bib necklace. Advise drop 
earrings for the round face; recommend a long, 
graduated necklace to lengthen her look from head to 
waistline. 

e Plump arms look slimmer with narrow bracelets; 
conversely, many bracelets round out a narrow arm. 


FASHIONS IN TIME ARE UP TO THE MINUTE: 


e Watches for ladies are smaller, many wind from 
the back to create an even more petite look. 

e Men’s watches are wafer-thin. 

e Sell the “special purpose” watch for the second 
timepiece. Talk about the wrist alarm, the date 
watch with a magnified crystal, the new “all proofs” 
that are dustproof, waterproof, anti-magnetic, etc. 
e Attachments are more important than ever! 
Gloves for gals are what is called “wristwatch” 
length. They’re short and show out the new colored 
bands in enamel, anodized aluminum. Men’s bands, 
too, use color in lizard, enamel and stones. They’re 
made to complement the new lighter shades in grey, 
blue, green. 


PLEASE TURN TO PAGE 110 
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for a century — made in the finest tradition 


We extend a 
cordial invitation 
to view these 
NATIONALLY ADVERTISED 
lines at the 
CARLTON HOUSE 
SUITE 817 
during the 
PITTSBURGH SHOW 
January 8th-15th 


Available 
in 


| (eS ~ ee 


stock 


LORENZ HUTSCHENREUTHER oS weed , £ 
Ba) Makers of fine china dinnerware at its best, * ii eg ntrancing 


Onvant since 1857—a century ago! 


PAUL A.STRAUB&CO.,INC. sant 


; Established in 1838, over a ‘ae, ago. 
Established 1915 Design originality and fine quality, is 
19 East 26th Street New York 10, N. Y. rasowmncum exemplified in china, 


LOS ANGELES SHOW ROOM—Brack Shops, 527 West 7th Street 


ay onto) 











LOVINGLY PROTECTED ( 


IN A LINDLEY 80% BOX 2 Key 


IMs Jewelry Manufacturing CO. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 


Feld le Mam Meldel-t3mmaulelaltiaelaitia-lammelan @lllelll aa aelagiale 








> Wert ex ee. for a 15” lamp. It's 

Be is "S the answer to boxing difficult, 

WATCH AND MODEL MAKER || eo NUMMER “icecistss 
4. Sel S yea your gift packaging prob- 

, Wes <-“9. q lems with Lindiey fold- 

Experienced in pertinent equipment, and must pos- ee a S a, ie XN ing gift boxes... 
sess mathematical knowledge. Required by leading . 1. vw : easy to use and 
precision watch manufacturer in the East. Se . fj ae so economical! 


@ PERMANENT POSITION 
@ EXCELLENT WORKING CONDITIONS Shown 


Box No. 67 
@ SALARY COMMENSURATE WITH ABILITY 17 x BY x 8% 


Packed 25 ho 
Write full details to: a | indley 
PAPER 


Box JCK 1448, 125 W. 41 St#., N. Y., 36, N. Y. 
BOX AND 





1737 W. 2nd, Marion, Indiana 
A DIVISION OF MORRIS PAPER MILLS 
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JEWELERS EVERYWHERE! 


COME TO PITTSBURGH 
JANUARY 9 THRU 16 


In Hotel Penn-Sheraton from 
Wednesday, January 9th, thru 
Wednesday, January | 6th, 
America's Leading Producers of 


CHINA, GLASSWARE, POTTERY 
and TABLE ACCESSORIES 


will display the new wares for 
1957. This is the largest exhibit of 
American wares under one roof. 
The January show will be the 78th 
Annual Exhibit in Pittsburgh. The 


range of offerings will be wide 


and at every price level. 


NOTE: The Pittsburgh Exhibit will en- 


tertain buyers and merchandisers at 
Cocktail Parties on Thursday, January 
lOth, and on Monday, January |4th 
in Hotel Penn-Sheraton. Your identifi- 


cation badge will be your free ticket. 


PITTSBURGH GLASS 
and POTTERY EXHIBIT 


January 9 thru 16 





ASSOCIATED GLASS AND POTTERY MFRS. 
BOX 227 KNOX, PA. 

















FASHION HINTS {concluded from page 108) 
YOU CAN TELL THE MEN FROM THE BOYS: 
e Men are as conscious as the women of what’s 
fashion-right. Men’s new jewelry is elegant but 
conservative. Designs are smaller, colors used more 
frequently with constraint. The men’s ensembles 
are definitely toned down. 
e Mother of pearl, onyx are exceptionally good to go 
with the many blues, the greys. 
e Suggest a set of studs. More people are wearing 
evening clothes than ever before. (It’s all part of the 
revival of elegance.) 
e Talk about monogramming. Tell how it person- 
alizes the gift. 
e Men’s colored stone rings follow the current 
trend; they’re more conservative. Simpler styles are 
preferred. 


We've offered here just some of the highlights. 
They are presented not as a basic primer, but 
rather as a capsule picture of the fashion back- 
ground against which you can sell. If you can 
only use one single fashion fact to finish a sale, 
you’ve moved one step further in convincing the 
customer that you know your business and you’re 
there to help her. You’ve also moved one step 
further in promoting your confidence as a jewelry 
salesperson who is in command of the situation. 





Presidential Window 


- Oe att 


- 


An unusual and effective tie-in with the recent 
national election was created by the May Jewelry 
Company, 120 West Center Street, Marion, Ohio. 

They made a window one vast “presidential” 
display built around the legend “Gifts with the 
Presidential Look.” ‘Vote For Ike” and “Vote 
For Adlai” signs swung impartially in the air. 
Beside and below a replica of the Washington 
capitol, watches, watchbands, tie sets, barom- 
eters, pens and other gifts were identified by the 
name of one or another of the 34 Presidents. 

It was an “all man’s” window and, according 
to store management, proved highly successful. 
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JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 


LADIES AND MENS WATCH CASES | 


A service that has been put to use for firms and situations 
as varied as: The Steiner Liquidation, Sutton, Neb., population 
1500; Our two history making sales, Feagans Company, Los 
Angeles, inventory values over three million, and our cele- 
brated group sale for the six leading jewelers of St. Louis, 
Mo., consisting of approximately $800,000 taken from their 
six stores for the auction. 


A FEW OF OUR MANY AMAZING COMPLETE 
LIQUIDATIONS OF THE YEARS 1954-55-56 


Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Harbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last year 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
hauska, Ok.; Neubauer Jewelers, Dayton, Ohio; Omaha's Oldest 
Store for Finance Company; Wren's Jewelers, Clinton, Ok.; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Colo- 
rado Springs, a sale attended by the elite of the Rockies; 
Adm. Sales for H. P. Sutton, McCook, Neb., store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield, Ill.; And many others in the states of Texas, Cali- 
fornia, Ohio, Nebraska, Oregon, lowa, Indiana and the 
Dekotas. 

$200,000 Removal Auction for Middletons, Ft. Lauderdale, 
Florida, the head of which was four times President of Florida 
Retail Jewelers. 

















WHEN MATTERS CANNOT BE We can tell as close as | 
prey ty gdh gay rp 2 se a > ger" T- V7 
stock will bring either in ae oe A TP 7 a 
EXPENSE bulk or at auction. Ay ate inerigmaana’ J Une lakch, 
AMERICA’S FOREMOST JEWELRY AUCTIONEER | | \ame 
Thomas J. Faussett Howell, Michigan | |f-2\J 12M tReet ogee 1 Be fold aad e 
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“Don’t worry, it’s a FLEX-LET ... and “Orienta™ Cultured Pearls 
ALL Flex-Let Bands are guaranteed!” | LEYS, CHRISTIE & CO.., INC. 


65 Nassau St., New York 
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in sales 
departments 


MONARCH 
price-marking 





Slur 


STORE NAMER so me 


BC $1.50 


Sells more merchandise * Insures 
correct full price * Inspires confidence 
in your merchandise * Adds profits 


Clear, sharp, easy-to-read mechanical price-mark- 
ing does away with leaks and losses caused by 
smudged pencil price-marking. When every item 
is legibly price-marked, customers and sales people 
have the correct information for more sales at full 
profit—a must if open displays are used. 

Monarch Junior is a sturdy, hand-operated price- 
marking machine that does speedy, accurate work. 
Price-marks tickets, tags and labels in many sizes 
and styles, including the pressure sensitive Senso 
Label which requires no moistening and really sticks 
to flat or curved surfaces. 


Monarch Junior, hand-operated 


For additional information without 
obligation, fill out the coupon and 
mail to us. Get illustrated folders 
and sample tickets, tags and labels. 


TEAR OUT AND MAIL 





The MONARCH Marking Sysiem Company 
216 South Torrence Street, Dayton 3, Ohio 


Please send us, without obligation, illustrated folders on Monarch 
Junior price-marking machine; also sample tickets, tags and labels. 
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A low table is set in the window with space for three 
complete place settings and an arrangement of flowers 
and candles. A decorative hand-painted panel is used 
against the background with other china, silver and 
glassware pieces placed on elevations and on the window 
floor. This panel and two others used in this article 
are hand-painted to order from the Nita Opitz Company, 
207 East 48rd Street, New York 17, N. Y. This firm 
specializes in doing such background panels to individual 
specifications in any choice of color scheme or design. 
The black and white reproductions do not do justice to 
the colorful and dramatic originals. Panels are priced 
according to size. $25 would probably cover any one 
suitable for a jewelry store window. Although these 
particular designs were chosen for use in tableware 
displays, they could well be repeated with other jewelry 
merchandise and also would be excellent for brightening 
interior displays. 





















| With practiced 
" gkill and patience a 
third generation craftsman 

forms a Limoges dinner plate 
in its perfection. Its outstanding Ceci the tines weal 


durability and matchless translucency are the result 
of the painstaking craftsmanship of French artisans. 
Ideal for today’s living, it wears as well as it looks. The charm 
and grace of Limoges china make it exceptionally attractive to the modern hostess. 
This outstanding combination of quality and style 
is the Limoges way to a better sales picture for you. 


Limoges 


Highly regarded for centuries, 
Limoges china has been unmatched 





CREATED BY FRENCH CRAFTSMEN 


Limoges china is available from the following manufacturers and their distributors: 


PORCELAINE CHARLES AHRENFELDT PORCELAINES G.D.A. PORCELAINES A. RAYNAUD & CIE 

Herman C. K , Ine. Charles F. Lamalie France Energie Corporation 

39 West 2 Street, N. Y., N. Y. 1123 Broadway, N. Y., N. Y. 302 Fifth Avenue, N. Y., N. Y. 
PORCELAINES L. BERNARDAUD & CIE HAVILAND & CIE FONTANILLE ET MARAUD 

A. N. Khourl Haviland & Co., Inc. 

234 East 46th Street, N. Y., N. Y. 270 Park p Mogg N. Y., N. ¥. ROBERT HAVILAND & C. PARLON 

MALBEC & TREILLARD FRERES 

PORCELAINE GEORGES BOYER A. LANTERNIER & CIE L. MICHELAUD 

Baccarat & Porthauilt, Inc. Geo. Borgfeldt . 

55 East 57th Street, N. Y., N. Y. 44 East, 23rd Street, N. Y., N. Y. PORCELAINERIES DE LA HAUTE VIENNE 
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Briefly 


JEWELERS' CIRCULAR-KEYSTONE is currently working on an important project which will 
produce valuable information for the retail jeweler. This is a survey designed to 
secure information not provided by the recent U. S. Census Bureau's survey of busi- 
ness. Questionnaires have been sent by JC-K to more than 20,000 retail jewelers 
throughout the country. When the information asked for on these questionnaires is 
tabulated and analyzed, a great deal of organized, valuable data will result. JC-K 
will then make this data available to the trade. All jewelers are urged to complete 
their questionnaires and return them to JC-K at the earliest possible moment in 
order that the timeliness of the information may be of greatest value to the re- 
tailer. 


CONTROLLING INTEREST IN THE WATERMAN PEN COMPANY of Canada, and its British and 
American subsidiaries, has been sold to the Dorion Holding Co., of Montreal. The 
sale was made by Gruen Industries, Inc., which had purchased holdings in the pen 
company six months ago. The transaction, the terms of which were not disclosed, 
reportedly gives Waterman an additional working capital of $1,200,000. 


THE BUREAU OF INTERNAL REVENUE has released figures on internal revenue collections 
for the fiscal year 1956 (12 months ending June 30, 1956). The figures indicate 
that the sale of taxable jewelry store items increased more than 7 per cent aS com- 
pared with fiscal 1955. 


THE INTERNAL REVENUE SERVICE has issued a statement to JC-K in an effort to clarify 
certain aspects of the excise tax. The IRS explained that a retailer is permitted 
to absorb the jewelry excise tax on merchandise he sells, but he is specifically 
prohibited from advertising or admitting that he is doing so. If questioned by a 
consumer, the retailer must admit that an item is taxable and that the tax is in- 
cluded in the price of the iten. 


EVARTS C. STEVENS, SR., chairman of the board of the International Silver Co., died 
early in November in Meriden, Connecticut. Mr. Stevens came from a long line of 
Silversmiths, and figured prominently in the rise of International to its present 
position. He was president of the firm from 1935 to 1951, when he assumed the chair- 
manship of the board. 


THE AMERICAN GEM SOCIETY is now offering a course on diamonds as an alternative to 
the course on colored stones. The latter has been a regular part of the AGS cur- 
riculum in the course of study leading to the title of "Registered Jeweler." 


TRADING STAMPS are currently causing a great deal of study and concern, both here 
and in Canada. A Canadian jeweler recently made an offer to accept any brand of 
trading stamps as partial payment for merchandise. This offer caused much consterna- 
tion in Ottawa. In the U. S. A., the Federal Trade Commission is making a study of 
the legality of certain practices connected with the stamps; a Senate subcommit- 

tee is considering launching its own investigation, and the Department of Agricul- 
ture is beginning a study of how trading stamps affect food prices and farm incomes. 


THE ELGIN NATIONAL WATCH COMPANY has named Harold E. Corr, a vice president of the 
concern, to direct its watch marketing division. Corr succeeds A. L. Rowe, who 
has resigned. 
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Kastenhuber & Lehrfeld, Inc. 


Refiners of Precious Metals 


21 West 46th Street ivan hols anh a oe 
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New JC-K Survey Will Add Vital Information 


On Jewelry Industry ic Data From Govt. Census 


JEWELERS’ CIRCULAR-KEYSTONE has 
begun its own survey to fill in the 
gaps in jewelry-store data left in the 
1954 U. S. Census of Business. 

The government’s survey of retail 
business in this country (see JC-K, 
Sept. ’56, for parts of census pertinent 
to jewelry industry) presented a 
broad, general picture of the status 
and volume of business of retail jew- 
elry stores in this country. But 
it did not give a breakdown of lines 
of merchandise carried by retailers, 
and what percentage of total sales 
volume each line represents. It is to 
obtain this important information that 
the JC-K survey has been instituted. 


Previous effort successful 


When the government made its 
census of business in 1948, sufficient 
funds were on hand for the Census 
Bureau to prepare a detailed break- 
down of the jewelry industry. 

From this breakdown, JC-K pre- 
pared a data book of the industry, 
which has since earned the reputa- 
tion of being the most complete ex- 
position of the inner workings of the 
retail jewelry trade available. 

In 1954, however, budget limitations 
made it impossible for the Census 
Bureau to go into such extensive de- 
tail. The material available, therefore, 
which was published in our September 
issue, does not give a complete picture 
of the current situation. 


Importance of information 


The tremendous importance of such 
detailed information cannot be over- 
emphasized. 

When the data obtained in the sur- 
vey have been correlated and pub- 
lished, jewelers will be able to see ata 
glance such vital statistics as the 
varying importance of different lines 
of merchandise, both on a national 
level and in particular areas. 

Most important, the jeweler will be 
able to compare his own operation 
with others, and will gain a great 
deal of insight into his own problems 
as he does so. 


Questionnaires sent 


JEWELERS’ CIRCULAR - KEY - 
STONE has sent out over 20,000 ques- 
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tionnaires to retail jewelers through- 
out the nation. 

The questionnaire calls for infor- 
mation which, when tabulated, will 
give a comprehensive picture of the 
jeweler’s business, in terms of per- 
centage of sales in various lines of 
merchandise; what lines are car- 
ried; percentage of cash and credit 
business, and other vital statistics. 

When the information from these 
thousands of questionnaires has been 
correlated by IBM machines, it will 
be given to the JC-K editorial staff, 
where it will be translated into a 
series of workable, usable analyses. 
These will be published in JC-K, pre- 
senting to the nation’s jewelers a de- 
tailed picture of the relationship of 
merchandise to sales throughout the 
country. 


Advance releases available 


To those who request it, an advance 
release of the final results of the sur- 
vey will be sent, together with the 
individual’s questionnaire, so that 
comparisons can be made more easily. 

All information concerning individ- 
ual stores obtained through this sur- 
vey will be kept in strictest confidence. 
Only over-all statistics, on a national 
and regional basis, will be published. 

(Please turn to page 129) 





Revenue from jewelry Excise 
Up 7 Per Cent in Fiscal 56 


Washington, D. C.—Commissioner 
of Internal Revenue Russell C. Har- 
rington has released data on internal 
revenue collections for the fiscal year 
ended June, 1956. 

The tables released show, among 
other things, that the government’s 
income from the jewelry excise tax 
during the past fiscal year went up 
slightly more than 7 per cent as com- 
pared to fiscal ’55. 

The exact figures were as follows: 
income from jewelry excise tax in fis- 
cal year 1955, $142,366,000; income 
from jewelry excise tax in fiscal year 
1956, $152,340,000. 


Gruen Industries Sells 
Waterman Pen Co. Holdings 


Montreal, Canada—The Waterman 
Pen Co., Ltd., of Canada, and its 
American and British subsidiaries (of 
the same name), have again come 
under Canadian control. 

The Gruen Industries, Inc., an- 
nounced on November 11 that it had 
sold its majority holdings in the pen 
manufacturing concern. The holdings 
were acquired six months ago, through 
an exchange of stock, whereby Gruen 
had traded shares in itself for ma- 
jority holdings in Waterman. 


Sale due to tight credit 


The sale was made to the Dorion 
Holding Co., Ltd., of Montreal, but the 
terms of the sale were not disclosed. 

Burton M. Joseph, chairman of the 
board of Gruen Industries, stated that 
the sale was “dictated by recent 
shrinkages in bank credits.” 

(Please turn to page 129) 





Largest Clock in Europe 





THE BIG TIME: The largest clock 
on the European continent was in- 
stalled on the chimney of a watch 
factory near Soleure, Switzerland, in 
September. Its builders say that, de- 
spite its size, the big timepiece will 
run as accurately as a_ top-quality 
Swiss watch. Neon tubes in its hands 
and numerals make the giant visible 
by day or night from a distance of 
more than two miles. It measures 27 
feet from the 9 to the 3. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Studies of Trading Stamps 
In U. S. Expected Within Year 


Washington, D. C.—The Federal 
Trade Commission’s year-long study 
of the possibility that some trading- 
stamp practices are illegal, is being 
completed. But the results may not 
be made known for some time. 

While it is considered unlikely that 
the FTC will rule that trading stamps 
as such are illegal, there is a possi- 
bility that certain practices involving 
the stamps will be termed illegal as 
unfair methods of competition, dis- 
criminatory trade practices or re- 
straint of trade. 

One possibility is that the adver- 





Evarts C. Stevens, Chairman 
Of International Silver Co.., 
Dies at Age 71 After Illness 


Meriden, Conn.—Evarts C. Stevens, 
71, chairman of the board and former 
president of the International Silver 
Co., died November 9 in Meriden Hos- 
pital following a brief illness. 

Mr. Stevens came from a line of 
silversmiths, and went to work for 
International in Wallingford, Ceonn., 
in 1906, as assistant to his father who 
held the position of factory superin- 
tendent. His subsequent rise in the 
company was rapid. In 1919 he was 
appointed manager of the Simpson 
Nickel Co., a Wallingford plant of In- 
ternational. He continued in that po- 
sition until 1928, when he was elected 
a director of the company. 

In 1929 he was elected vice presi- 
dent in charge of flatware for the In- 
ternational Silver Co. and became a 
member of the firm’s executive com- 
mittee. On April 23, 1935, he was 
elected president of International and 
continued in that post until 1951, 
when he assumed the chairmanship of 
the board. 





Evarts C. Stevens 


Mr. Stevens is survived by his wife, 
the former Lilie Garvie of New Haven, 
Conn.; two sons, one of whom is an 
official of International, carrying on 
the family tradition; six grandchil- 
dren; a brother and a sister. 
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tising of trading stamps as “pre- 
miums,” implying that they are gifts, 
may be false advertising. This may 
be true particularly in cases where 
prices of merchandise are raised to 
pay for the stamps. In such a case, a 
customer would actually be paying for 
the stamps through the higher prices, 
and so would not be getting a gift. 


The FTC report is expected to be 
presented to the full Commission in 
December. The report, according to an 
FTC spokesman, will contain specific 
recommendations. 

A subcommittee of the Senate Small 
Business Committee is awaiting the 
FTC report before it considers start- 
ing its own investigation of the mat- 
ter. 

In addition to the FTC study, the 
U. S. Department of Agriculture is in 
the early stages of making a study of 
how trading stamps affect food prices 
and farm incomes. Results of this 
probe are not expected for another 
year or more. 

The U. S. Commerce Department 
recently issued a “Summary of Infor- 
mation on Trading Stamps.” In this 
four-page report, the Commerce De- 
partment points out the advantages 
and disadvantages of stamp plans to 
retailers. 

One of the most interesting facts 
pointed out in this publication is the 
fact that an increase in gross sales 
volume of about 25 per cent is re- 
quired to make a plan profitable to a 
store. 

Copies of this document, #182 
in the business service bulletin series, 
are available for 10 cents from the 
Department of Commerce, Washing- 
ton 25, D. C., or any Department field 
office. 





Trading Stamp Offer Made By 
Canada Jeweler May Be Illegal 


Ottawa, Canada—A local jeweler, 
Jack Snow, has made an offer to his 
customers which is adding fuel to the 
fire of controversy that rages over 
the trading stamp issue in Ottawa. 

Snow has offered to accept trading 
stamps issued in food stores, as par- 
tial payment for merchandise costing 
more than $12, or as full payment for 
merchandise costing less than that 
amount. 

“Tf the grocers want to adopt the 
jewelry business as a sort of side- 
line,” Snow said, “I’m willing to ac- 
commodate the public by handing out 
the merchandise direct. Why fight it? 
If you can’t lick ’em, join ’em.” 


Legality questioned 


While Snow was stating his rea- 
sons for initiating the scheme, an 


(Please turn to page 123) 


‘Queen of Diamonds’ Crowned 
By Peterson of Feature Ring 





HONOR TO ROYALTY: Henry Peter- 
son, president of Feature Ring Co., 
Inc., hands royal sceptre to Lisa 
Loughlin. Miss Loughlin was chosen 
“Queen of Diamonds” in a nation-wide 
contest held in the nation’s retail 
jewelry stores. 


New York City—A new Queen took 
her piace on her throne on November 
15, amid the pageantry of ceremonies 
at the Savoy-Plaza hotel here. 

She is Lisa Loughlin, who was 
crowned “Queen of Diamonds” as the 
winner of a nation-wide contest held 
in the nation’s retail jewelry stores 
during the past five months. 

The contest was sponsored by the 
Feature Ring Co., Inc., and Miss 
Loughlin received the crown from 
Henry Peterson, president of the 
company. 


Queen is model 


Like her two rivals for the title of 
“Queen of Diamonds,” Lisa is a top- 
flight professional model, with many 
television appearances to her credit. 
She has also frequently been a maga- 
zine cover girl. 

The other two finalists in the con- 
test, whom Lisa beat by a wide mar- 
gin of votes, were Pat Grady and Jean 
Meek. 

The three finalists were chosen last 
June by a panel of distinguished 
judges. The public was then asked to 
vote for the girl of its choice on bal- 
lots placed in retail jewelry stores 
throughout the country. The winner 
received thousands of dollars in cash, 
plus modeling and personal appear- 
ance assignments for the next six 
months. 

The contest also provided for nu- 
merous merchandise and cash prizes 
to be awarded to consumers and re- 
tail jewelers. These will be announced 
at a later date by Feature Ring. 
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Greater Washington RJA 
Holds 9th Annual Banquet 


Washington, D. C. — The Greater 
Washington Retail Jewelers Associa- 
tion held its 9th annual banquet No- 
vember 4 at the Casino Royal in the 
nation’s capitol. 

Approximately 300 local jewelers, 
their wives and representatives of the 
industry were in attendance. 

Arthur Sheinbaum, vice president 
of the association, was toastmaster 
for the evening. Among the guest 
speakers were Hy Goldberg, presi- 
dent of the National Jewelers Associ- 
ation, and Harry Gerber, president of 
the American National Retail Jewel- 
ers Association. 

Donald E. Wolpe, president of the 
Washington association, spoke briefly 
about the group’s special project, 
“Operation Angel,” and presented a 
plaque to David Mann, immediate 
past president of the organization. 

Guest entertainer for the evening 
was Eydie Gorme, singing star of the 
Steve Allen television show. 


Safety Suggestions for 
Christmas Crush 

Philadelphia—A former assistant 
superintendant of the Philadelphia 
Police Department has come up with 
a short list of safety measures which 
retailers are urged to observe during 
the furor of the Christmas shopping 
season. 

Guy E. Parsons, now head of his 
own Philadelphia detective and guard 
agency, has made the following sug- 
gestions: 

*Show new holiday help where 
fire exits and fire extinguishers are 
located. And be certain the new em- 
ployees know how to use the emer- 
gency equipment that is available 
to them. 

* Move fragile merchandise out of 
the reach of small children. In this 
way, damage caused by searching 
fingers can be reduced, and possible 
bodily harm from breaking glass can 
be avoided. 

* Keep intoxicated persons out of 
your store. 

* Before closing for the night, check 
your property for loiterers. Burgla- 
ries are often committed by thieves 
who hide on premises until the pro- 
prietor leaves. 

*If financially possible, hire a uni- 
formed guard to keep order and to 
watch for shoplifters. 


New Registered Jeweler Listed 


Fresno, Calif.—A. A. Warner, of 
1123 Fulton Street, has been awarded 
the title of “Recistered Jeweler” by 
the American Gem Society. 
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A TIME FOR GIVING: The first presentation of reconditioned watches to 
orphans in the Washington, D. C. area, was made November 1 at St. Vincent’s 
Home and Orphanage. Crowning the youngsters, Dorothy and Sylvia, as “Misses 
Operation Angel,” are Donald Wolpe, Greater Washington RJA president, and 
Arthur Sheinbaum, association vice president (back row). At left front is 
treasurer Abe Hochberg, and.at right is association executive secretary Henry 
Brylawski. (See JC-K, Nov. ’56, page 130, for full story of “Operation Angel.) 





RJA of Greater New York 
Holds Annual Dinner-Dance 


New York City—The Retail Jewel- 
ers Association of Greater New York 
held its annual dinner-dance October 
21 at the Sheraton-Astor Hotel here. 


With more than 600 retail jewelers 
and manufacturers in attendance, the 
affair was one of the social successes 
of the season. A souvenir gift of an 
Elgin-American Carry-All Case was 
given to each woman attending, and 
over 200 gifts of all kinds were raffled 
off. 

Many distinguished guests added to 
the color of the evening. Guest 
speaker was the Honorable Eugene 
Keogh, Congressman from Brooklyn’s 
9th Congressional District. Keogh’s 
subject was, “Helping Eliminate the 
10 Per Cent Excise Tax.” 

Other guests included Meyer Wil- 
son, president of the New York State 
RJA; Harry Gerber, president of the 
American National Retail Jewelers 
Association, and William Wagner, ex- 
ecutive secretary of the National 
Jewelers Association and the Associ- 
ated Credit Jewelers of New York 
and New Jersey. 


Retailer May Absorb Excise 
But Cannot Advertise Fact 


Washington, D. C.—A retailer may 
absorb the retail excise tax on mer- 
chandise he sells, but he is strictly 
prohibited from advertising or admit- 
ting that he is doing so, or from stat- 
ing that there is no tax on the mer- 
chandise when this is not the case. 

Officials of the Internal Revenue 
Service, in an effort to clear up some 
of the confusion among retailers con- 
cerning the excise tax issue, have 
gviven this explanation to JC-K’s 
Washington bureau. 

The provision was originally in- 
cluded in the law to prevent some 
merchants from snaring consumers 
shopping for tax-free bargains by 
advertising that there is no tax on 
merchandise which is, really, taxable. 

IRS tax experts have interpreted 
Section 7261 of the Excise Tax laws 
to mean that a retailer, if he wants 
to, may absorb the retail tax. But, 
if asked, he must admit that the item 
is taxable and that the tax is included 
in the price. He must not imply that 
there is no tax, or that the tax is not 
included in the price of the merchan- 
dise. 
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AGS Offers Specialization 
In Registered Jeweler Course 


Los Angeles, Calif—The American 
Gem Society has announced that can- 
didates for the “Registered Jeweler” 
title offered by the AGS will be able 
to specialize in either diamonds or 
colored stones. 


A course on diamonds is now being 
offered to candidates as an alternative 
to the course on colored stones which 
has always been a part of the corre- 
spondence courses recognized by the 
AGS as leading to the title. 


The choice now being offered is be- 
tween Course #1, “Gem Identification 
and Value Grading,” and Course #2, 
“Diamonds,” both of which are given 
by the Gemological Institute of Amer- 
ica. 


Wholesaler Receives 
Gemological Award 


Los Angeles, Calif.—The Gemologi- 
eal Institute of America announced 
that a diploma in the Theory and 
Practice of Gemology has been 
awarded to William H. Sandown, a 
partner and general manager of San- 
down & Kendall, Exchange Building, 
Memphis, Ten. 
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Springtime Push Scheduled 
For ‘Watch Inspection Time’ 


New York City—Jean-Pierre Sav- 
ary, technical consultant of the 
Watchmakers of Switzerland Infor- 
mation Center here, has issued a 
statement that his organization’s 
promotion “Watch Inspection Time,” 
will be given an extra boost this 
coming spring. 


The success of the promotion this 
past September, and extensive in- 
quiries among watchmakers and 
jewelers throughout the trade, have 
led the Watchmakers of Switzerland 
to conclude that the promotion is 
worth doing twice a year. It has even 
been suggested that the Spring sea- 
son may be more advantageous than 
the Fall. 


Beginning in 1957, therefore, the 
end of March or the beginning of 
April will see an all-out promotion 
by the group. The campaign will 
center around the national, full-color 
magazine ads and will include dis- 
play pieces, special mat ads for store 
use and publicity furnished to local 
news sources. 


Mr. Savary said, in summing up, 
“With earnest participation by all 
suppliers and retailers, this March’s 
“Watch Inspection Time’ can be per- 
haps the most successful one of this 
promotion series.” 
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Executive Appointments 





Walter B. Jaccard was elected to the 
presidency of the Jaccard Jewelry 
Corp., Kansas City, Mo., at a meeting 
of the company’s board of directors, 
October 19. He succeeds the late 
Ernest A. Jaccard, who died October 6. 


Craig Evan Rossi has been appointed 
vice president in charge of sales of 
Graff Washbourne & Dunn, Inc., 
sterling silverware manufacturing 
firm of Englewood, New Jersey. A 
graduate of Colgate University, Rossi 
is no stranger to the firm, having 
worked there for five summers prior 
to joining the U. S. Air Force, from 
which he was recently discharged. 


Smalley 


Rossi 


William F. Smalley, industrial de- 
signer, has been appointed sales pro- 
motion manager for Foster Metal 
Products, Inc., Attleboro, Mass. In his 
new capacity, he will be responsible 
for coordination of all sales promotion 
and merchandising. Smalley joins 
Foster Metal after having spent the 
past eight years as a design con- 
sultant. 


William B. McLaird is the new vice 
president in charge of sales and mar- 
keting for the Gemex Corp., Union, 
N. J. MeLaird was formerly sales 
manager of the government-and-ex- 
port division of the Canada Dry 
Bottling Co. 


Arthur A. Currie has been named as- 
sistant general sales manager of the 
television-radio division of the West- 
inghouse Electric Corp., Metuchen, 
N. J. The announcement was made by 
T. B. Kalbfus, general sales manager 
of the division. Currie was formerly 
vice president and general manager 
of the Adams Distributors Co., Inc., 
Boston, Mass. Previously, he had been 
national sales manager of the radio 
and television division of Sylvania 
Electric Products Co., Inc. 


The election of Jean Schlumberger as 
a vice president of Tiffany & Co. was 
announced recently by Walter Hoving, 
chairman of the board of the jewelry 
concern. Schlumberger was a jewelry 
designer in Paris prior to World War 
II, served with the Free French 
Forces in France during the war, and 








came to New York in 1945 to open his 
own business. He became associated 


with Tiffany & Co. in March of this 


year. 








Schlumberger Ecklund 


Roy E. Ecklund has been appointed to 
the position of assistant credit man- 
ager of Oneida Ltd. Silversmiths, 
Oneida, N. Y. During the past ten 
years, Ecklund has been a credit ana- 
lyst for the First National City Bank 
of New York, and assistant credit 
manager of the DeLaval Separator 
Co., Poughkeepsie, N. Y. 


Malcolm P. Murphy is the new man- 
ager of marketing and research ‘for 
Oneida Ltd. Silversmiths, it has been 
announced. He succeeds William A. 
Gibbs, who has joined the sales de- 
partment of the firm. Murphy has 
been a co-pilot and cargo captain for 
Pan American Grace Airways and a 
first officer (navigator) for Trans 
World Airways. More recently, he has 
been sales representative and then 
director of design and marketing re- 
search for the Gorham Manufacturing 
Co. 





Murphy Taylor 


Edward L. Taylor has been appointed 
general sales manager of the E. In- 
graham Co., Bristol, Conn. He suc- 
ceeds C. E. Davis, who resigned the 
position because of ill health. Taylor 
comes to the clock and watch manu- 
facturing firm from the Florence 
Stove Co., Chicago, Ill., where he was 
general sales manager. Previously, he 
had been sales manager for the elec- 
tronics division of the Stewart- 
Warner Corp., vice president in charge 
of sales for the Camfield Manufactur- 
ing Co., advertising and sales pro- 
motion manager of Schick, Inc., and 
advertising manager of Toastmaster, 
Products Division of McGraw Elec- 
tric Co. 
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Obituaries 





George F. Scheer, 80, founder of G. F. 
Scheer & Son, Rochester, N. Y. jew- 
elers, died October 18. He had been in 
the jewelry business for more than 50 
years, having worked as an engraver 
unti] 1934, when he founded the firm 
bearing his name. Scheer was a past- 
president of both the Rochester 
Watchmakers Guild and the New York 
State Watchmakers Association. He 
is survived by his wife; two sons; a 
brother and two sisters. 


O 0 O 


Jerome Meyer, 57, retired jeweler of 
Meadville, Pa., died in late October, 
following a brief illness. Meyer was 
a winter resident of Miami Beach, 
Fla., for the past 20 years. Since his 
retirement, he had been active in civic 
and social groups, as well as the 
Pennsylvania RJA. He is survived by 
his wife; two brothers and a sister. 


OO O 


Meyer Cole, 40, proprietor of Sterling 
Jewelers in Milwaukee, Wis., died 
November 5 at Mt. Sinai Hospital in 
that city. He had been in ill health for 
some time. He had operated the 
Sterling business for nearly 20 years, 
and was a past-president of the Mil- 
waukee RJA. He is survived by his 
wife; a son; his father and three 
sisters. 


OO O 


Harry Hargreaves, 72, retired jeweler 
of Norwich, Conn., died October 3 in 
Utica, N. Y. Born in England, Har- 
greaves was a Norwich resident fer 
over 50 years. He is survived by his 
wife; three daughters; four grand- 
children; two great-grandchildren and 
a brother. 


Oo 0 O 


Morton Ollendorff, Jr., 42, associated 
with the Ollendorff Watch Co. and 
Gotham Watch Co. of New York City 
for the past 22 years, died October 19. 
He is survived by his wife; his father; 
a son and a sister. 
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S. Ralph Mussina, 73, jeweler of 
Williamsport, Pa., died October 14 in 
Williamsport Hospital. He was the 
owner and operator of the Charles C. 
Mussina Jewelry Co., which was 
founded by his father 83 years ago. 
Mussina was extremely active socially, 
and was known as a sportsman and 
expert marksman. He is survived by 
his wife; a daughter; a grandson and 
a brother. 
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Charles A. Wiegand, 81, retired presi- 
dent of Wiegand Bros., Inc., jewelers 
of Racine, Wis., died October 21. He 
had founded the concern in 1900, in 
partnership with his brother, Henry 
C. Wiegand. The business is currently 
being run by two sons of Henry C. 
Wiegand, Charles having retired in 
1950 due to ill health. 


O00 


Clifford F. Thompson, treasurer of 
Wallace Silversmiths, Inc., of Walling- 
ford, Conn., and a director and treas- 
urer of Wallace Silversmiths (Can- 
ada) Ltd., died October 13, following 
a short illness. He had been with the 
firm since 1919. In addition to his work 





with the Wallace firm, Thompson was 
a vice-president and a director of the 
Dime Savings Bank of Wallingford, 
and a member of the Advisory Board 
of the Union and New Haven Trust 
Company. He is survived by his wife; 
a son and two grandchildren. 


Oo @ 


William Vetter, 79, retired jeweler of 
Denville, N. J., died October 18. He 
had been a Union, N. J. resident for 
many years before moving to Den- 
ville. He is survived by his sister. 
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William Hardwick Ruth, 87, retired 
senior partner in the jewelry firm of 
Ruth & Sons, of Montgomery, Ala- 
bama, died in late October. He was a 
life-long resident of Montgomery and 
a descendant of a famous Scottish 
clan which included many watch- 
makers and skilled silversmiths. His 
father, who founded the Ruth business 
in Montgomery in 1865, took him into 
the business in 1888 and made him a 
partner in 1900. Aside from his jew- 
elry activities, Ruth was the author 
of several books, including novels, 
poetry and historical works. He is 
survived by his wife; two sons; two 
daughters; three grandchildren and 
seven great-grandchildren. 


T. Walter Hayes, 71, retired jeweler 
of North Augusta, South Carolina, 
died October 10. He had been in the 
jewelry business in Augusta for 39 
years. He is survived by his wife; two 
sons and a daughter. 
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Bernard F. Alence, 52, of Chatham, 
New Jersey, died October 14 following 
a long illness. He was plant supervisor 
for Joseph Waldman & Sons, jewelry 
manufacturers of Irvington, N. J. He 
is survived by his wife; a daughter; 
a sister and two grandchildren. 


OO O 


Joseph A. Neuman, 66, owner of the 
Neuman Jewelry Store in Taylorville, 
Illinois, died October 27. He had been 
in business in Taylorville for 20 years. 
He is survived by his wife; a daughter; 
two step-daughters; two step-sons and 
a brother. 


Oo 0 0 


Louis Gissen, 69, retired free-lance 
jeweler and diamond setter, died Oc- 
tober 15 at his home in East Orange, 
New Jersey. Gissen was brought to 
this country from Russia at the age 
of 2; he had been a resident of New- 
ark, N. J. for 39 years prior to moving 
to East Orange 7 years ago. He is 
survived by his wife; two daughters; 
a son; three brothers and five grand- 
children. 
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Fred Baker, 65, jeweler of Provo, 
Colorado, died October 24. He was the 
owner and operator of the Provo 
Jewelry and Loan Co. In previous 
years, he had worked as a railroad 
car inspector. He is survived by two 
brothers. 
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William D. Conner, Sr., 58, an execu- 
tive of the Busch Jewelry Co., Ja- 
maica, Long Island (New York), died 
October 12 at his home in Bayside, 
Long Island. Conner was born in 
Pittsburgh, and had been a Bayside 
resident for 27 years. He is survived 
by his wife; two sons and four grand- 
children. 
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Morris Labovitz, 40, operator of Lane 
Jewelers, Beaver Falls, Pa., died No- 
vember 1. A native of Pittsburgh, he 
had lived in Beaver Falls for the past 
4 years. He was a graduate of the 
Gemological Institute of America. He 
is survived by his wife; three 
daughters; a brother and two sisters. 
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Isaac Goldstein, 88, retired jewelry 
salesman of Los Angeles, Calif., died 
November 1. He is survived by three 
sons; three daughters; eleven grand- 
children and _ seven’ great-grand- 
children. 
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Mother’s Day Poster Shown 
By Head of Nat'l Committee 
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READY FOR THE DAY: George J. 
Hecht, chairman of the National Com- 
mittee on the Observance of Mother’s 
Day, is shown unveiling the 1957 
Mother’s Day poster. Copies of the 
poster are available for retail stores 
from Arthur Freeman, Executive Di- 
rector, National Committee on the 
Observance of Mother’s Day, 128 
West 3lst Street, New York 1, N. Y. 
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IDA Service Award Presented 
To Sir Ernest Oppenheimer 


Johannesburg, South Africa—An 
award “for outstanding service to 
American industry and, in particular, 
to the industrial diamond indus- 
try...” was presented to Sir Ernest 
Oppenheimer and to the Industrial 
Distributors, Ltd., on October 29. 

The award was made by Jan 
Taeyaerts, president of the Industrial 
Diamond Association of America, Inc. 
It cited particularly the “sponsorship 
of educational activities and exhibi- 
tions during the A. S. T. E. Industrial 
Show in Chicago, March 19, 1956,” 
and went on to praise the “inspired 
leadership of these activities by the 
company’s (Industrial Distributors 
Ltd.) Director, E. T. S. Brown, and 
Assistant Director Guy Young and 
J. F. G. Custers and R. G. Weavind, 
Directors of the Diamond Research 
Laboratory.” 


Nelson Jewelry Redecorated 


Titusville, Pa.—The Nelson Jewelry 
store, 111 South Franklin Street, re- 
cently held a three-day grand opening 
following a complete renovation of 
the store. 


It was the first major renovation 
in 40 years for the firm, which is 
owned by Arthur F. Nelson and his 
son, Eugene A. Nelson. 


One of the outstanding features of 
the newly decorated store is the Crys- 
tal Room. This section in the rear of 
the store features a display of glass- 
ware and a complete table setting. 
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Year in and year out 


BAUMGOLD 


offers more PLUS FEATURES 





to increase your DIAMOND SALES 


For years, it has been Baumgold’s policy to give our customers plus 


features not available in other diamonds and at no extra cost. 


For years, Baumgold customers have prospered with these exclusive 
advantages. Take, for example, Circle Of Light Diamonds. Jewelers 
who feature them have found they are brighter, look larger and sell 


easier. 


Other Baumgold exclusives that create more diamond sales include 
the Jagersfontein Collection, Heart Shape Diamonds in quantity and 


many other outstanding sales producers. 


In short, it all adds up to this: 


AS A BAUMGOLD CUSTOMER, YOU BUY DIRECT FROM THE 
MANUFACTURER AND YOU RECEIVE PLUS FEATURES AT NO 
EXTRA COST. IT HELPS YOU TO SELL MORE DIAMONDS. 





BAUMGOLD BROS., INC. 


580 FIFTH AVENUE, NEW YORK 36, N.Y. 


NEW YORK * CHICAGO + LOS ANGELES * DALLAS * TORONTO + MONTREAL 
VANCOUVER * LONDON * ANTWERP * TELAVIV 








FOR DECEMBER, 1956 121 


ee 





‘ail Grown by ~* 
wing Oysters 


NECKLACES and EARRINGS 
at attractive prices 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 

















DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
Plaza 7-2546 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 
108 FULTON ST., NEW YORK 38, N. Y. 
PREETI ES SP OED = ERR 











Manufocturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 











18-20 W. Sist St.. New York 1, N. Y. 
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The Horological Society of New York 
(Jean Pierre Savary, president) has 
launched a membership drive, aimed 
particularly at material houses. Such 
companies are being invited to join 
the organization, to lecture before the 
society and to establish permanent 
display and demonstration booths. 
Their status would be that of “asso- 
ciate member” and their dues would 
be $20 per year. 


The Retail Jewelers Associations of 
Greater New York held their annual 
dinner-dance at the Hotel Sheraton 
Astor, October 21st. Among the 
guests at the affair were Meyer Wil- 
son, president of the New York State 
RJA; Harry Gerber, president of the 
ANRJA; the Hon. Eugene Keogh, 
Congressman from Brooklyn’s 9th 
District, and William Wagner, execu- 
tive secretary of the NJA and the 
Associated Credit Jewelers of New 
York and New Jersey. 


The Jewelry Credit Group met October 
16 for the purpose of electing officers 
for the coming year, as well as hold- 
ing general discussions on credit. 
Kenneth E. Caie, of J. R. Wood & 
Sons, Inc., was re-elected chairman. 
Salvatore Caruana, of Jacques Kreis- 


| ler Mfg. Corp., was elected vice chair- 


man. The Board of Governors includes 
Carl Avner, Julian E. Silverberg and 
Irving Firstenberg. Leo Davidson, of 
Davidson & Sons Jewelry Co., Inc., 
is the new publicity chairman for the 
group. 

The Watchmakers Association of New 
Jersey held its last meeting of this 
year November 13, at the Irvington 
House, Irvington, N. J. Officers for 
the coming year were chosen. They 
are: Emil J. Chessari, president; 
Thomas W. Armstrong, vice presi- 
dent; Donald De Wolfe, secretary, and 
Sam Goldberg, treasurer. An an- 
nouncement was made to the effect 
that Herman J. Jansen, South Jersey 
director of the organization, has of- 
fered to conduct a lecture series, giv- 
ing special instruction to those wish- 
ing to take the Horological Institute of 
America’s examination for Master 
Certification. All those interested are 
requested to contact the association. 


The Diamond Dealers Club of New 
York had excellent representation at 
the Annual Congress of the World 
Federation of Diamond Bourses. The 
conference was held October 8 and 9 
in Tel Aviv, Israel. The New York- 
ers in attendance, all of whom are 
engaged in the wholesale diamond 
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business, were: Max Jellinek, presi- 
dent of the Diamond Dealers Club; 
Jack Sigman, honorary president; 
Isidore Friedman, secretary; Stephen 
S. Korngold, chairman of the board 
of directors, and Leo Kayser, Julius 
Czermak and Chiel Morgenstein, mem- 
bers of the board. 


Plans for the fund drive of the Jew- 
elry Division of the Federation of 
Jewish Philanthropies are moving 
along. The industry-wide drive is 
highlighted by a testimonial dinner 
for Louis Kramer, of Kramer Jewelry 
Co., which was held November 19 at 
the Ambassador Hotel. Kramer was 
last year’s dinner chairman of the 
Jewelry division. Hillary Al Marks, 
of Royal Craftsman, Inc., is this year’s 
dinner chairman. 

Norman M., Morris, president of Nor- 
man M. Morris, Inc., has been ap- 
pointed chairman of the Jewelry Divi- 
sion of the 1957 campaign of the 
National Foundation for Infantile 
Paralysis. A committee is. being 


Norman M. Morris 


formed to work with Morris in what 
he describes as an all-out effort to 
raise the Jewelry Division’s fair share 
of the $3,000,000 goal for Greater 
New York. 

Wallace W. Howard, president of the 
Schless-Howard Co., has been named 
chairman of the Jewelry Division of 
the 1956-7 maintenance appeal com- 
mittee for the George “Junior Repub- 
lic.” The “Junior Republic” is an ed- 
ucational community at Freeville, 
N. Y., where boys and girls in their 
teens practice self-government and 
self support. Howard has been ac- 
tively interested in this worthy proj- 
ect for many years. 

Martha Percilla, formerly fashion di- 
rector for the Jewelry Industry Coun- 
cil in New York City, has been ap- 
pointed director of public relations at 

(Please turn to page 136) 
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‘Training, Education Needed By 
Canadian Industry’ — Gerstein 


Vancouver, B. C.—A Toronto jew- 
elry company president has stated 
that staff training and education are 
the greatest needs of the Canadian 
jewelry industry. 

Bertrand Gerstein, president of the 
Canadian Jewelers Association, and 
head of People’s Credit Jewelers, told 
a regional convention of the associa- 
tion’s British Columbia branch that 
the immediate problem facing the in- 
dustry is one of retail trade, the only 
area of industry not affected by auto- 
mation. 


“Factories can produce as much 
merchandise as they wish,” he said, 
“but the problem lies in moving it.” 


Jewelers have offered sales-employ- 
ees a correspondence course leading 
to a degree in jewelry retailing grant- 
ed by the Canadian Jewelers Institute, 
he explained, going on to mention that 
retail sales so far this year had in- 
creased between 10 and 12 per cent 
over 1955. 


“Selling now is becoming more and 
more of a profession, as greater skills 
are required.” 


Canada Trading Stamps 
(from page 117) 


official of a large food-store chain in 
Ottawa declared that “This is a pub- 
licity stunt ... But it’s against the 
law. There is nothing we can or in- 
tend to do about it. It’s up to the 
Crown Attorney to take action.” 


The opponents of trading stamps, 
who have requested that the laws gov- 
erning these promotions be made 
tighter, will no doubt use Snow’s plan 
as an example of the many loopholes 
they claim exist in the current laws. 


—— 


Helzberg Remodels Two Stores 


Kansas City, Mo.—Two of the seven 
Helzberg’s Diamond Shops in the 
Greater Kansas City area recently 
underwent major alterations. 


The Plaza unit at Broadway and 
Nichols Parkway had primarily inte- 
rior alterations done, including an ex- 
pansion of the watch and jewelry 
departments. This marked the first 
alteration of the Plaza store since its 
opening in 1948. 

The other store “having its face 
lifted” is the downtown store at Elev- 
enth and Walnut. New facing, an 
enlarged entrance and an illuminated 
foyer mark the first refurbishing of 
this store since 1942. This was the 
first Helzberg store in Kansas City, 
Mo., having been founded in 1929. 


Total cost of the project is estimated 
at $75,000. 
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Expansion Set for Wilbur's 


Red Bank, N. J.—Wilbur’s Jewelers, 
which has been operating in Red Bank 
for about 70 years, has announced 
plans to open a branch store in the 
Little Silver Shopping Center, soon. 

Alfred J. Geiling, Sr., owner of 
Wilbur’s, said the new store will carry 
the same lines of jewelry, silver, 
china, crystal and gifts that have been 
carried in the Red Bank store. 

Associated with Geiling are his 
sons, Alfred, Jr., and J. Gerald, and 


his son-in-law, Donald Peseux. 


Grafner Bros. Elect Officers 


Pittsburgh, Pa.—Grafner Bros., Inc., 
wholesale jewelers at 818 Liberty 
Avenue, has elected a new group of 
officers. 

David G. Freedman has been elected 
president of the firm. Edwin L. Stein 
and James J. Lloyd are the new vice 
presidents. Margaret K. Farrell was 
chosen secretary-treasurer and Sam 
Weiss assistant secretary-treasurer. 

The firm has been in business since 
1888, serving Pennsylvania, West Vir- 
vinia and Ohio. 


From North and South 
come shipments of 


precious metal SCrg, 





IT IS REPEAT BUSINESS from satisfied jewelers who know 
from experience that they get the maximum returns for their 
scrap, unsaleable merchandise, sweeps, polishings and sink settlings. 


HOW ABOUT YOU? Have you compared Goldsmith’s facilities 
(acres and acres of special buildings and equipment), experience 
(89 years of refining know-how), and record (completely 
satisfactory service year after year, decade after decade 
come war, come peace, come lean times or booms) ? 


Promise yourself to ship Goldsmith next time; 
make the change that will prove 


permanently satisfactory to you. 







SMELTING & REFINING co. 





111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 


* OAKLAND 
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°« 74 W. 46th St., New York 36, N.Y. 





Quality Assures 


Profits 


WeEpbpDING RINGS 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 





Girest te Retailers 


Sold caty 
WELLS MFG. CO, ATTLEBORO, MASS. 
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The Manufacturing Jewelers & Silver- 
smiths of America held its annual 
meeting October 18 in the ballroom 
of the Sheraton-Biltmore Hotel, Provi- 
dence. Reports of its past year’s ac- 
tivities, the election of officers and 
a discussion of tariff problems by rep- 
resentatives of the two major politi- 
eal parties highlighted the conclave. 
The guest speakers were Congressman 
Aime J. Forand, Democrat, and Har- 
old McClellan, Assistant Secretary of 
Commerce for International Affairs, 
Republican. Both speakers pointed 
out the problems posed by imports 
of cheap jewelry into the U.S., and 
suggested ways of dealing with the 
situation. Howard H. Sweet, associa- 
tion president, and George R. Franko- 
vich, executive secretary, spoke about 
the increased services being offered 
by the association (stressing the 
Jewelry Shipping Service) and the 
new industry publication, “The Amer- 
ican Jewelry Manufacturer.” During 
the business meeting, William A. 
Carroll, of the Lorac Co., was elected 
first vice president; G. W. McAlpine, 
of Edward B. McAlpine, was re- 
elected second vice president, and 
Albert P. Marcello. of the Imperial 
Pearl Co., was chosen third vice presi- 
dent. Other officers were re-elected. 
They include: Albert G. Berghahn, of 
the Armbrust Chain Co., secretary, 
and Edson W. Sawyer, of the Im- 
proved Seamless Wire Co., treasurer. 
At a board meeting subsequently held 
on October 25, Howard H. Sweet was 
re-elected to a third term as president 
of the organization. 


Officers and a number of members of 
the New Hampshire RJA met at the 
Jolliet Club, Manchester, N. H., No- 
vember 4, and mapped plans for the 
group’s 1957 convention. Association 
president Jack C. Sawyer announced 
that the convention would be held at 
the Lake Tarleton Club, Pike, N. H., 
June 22 through 24. 


The New England Guild of the Amer- 
ican Gem Society met November 8 at 
the Museum of Science in Boston, and 
held a laboratory session. No meeting 
of the Guild was scheduled for De- 
cember because of the busy holiday 
season. 


The Horological Society of Massachu- 
setts reports that regular monthly 
meetings continue to bring out large 
numbers of watchmakers. Nearly 200 
attended the October 16 meeting. The 


ENGLAND 


group will meet hereafter on the third 
Tuesday of each month. 


Henry Desjardins, owner of Desjar- 
dins Jewelers, Beverly, Mass., has 
been busy remodeling his store lately. 
He held a formal re-opening No- 
vember 2 and 3, distributing more 
than 400 carnations to visiting ladies. 


William Haggart, of Dieges & Clust, 
Inc., was elected president of the 
Providence Jewelers Club, October 29. 
He succeeds Albert G. Berghahn, who 


William Haggart 


became a member of the board of 
governors. Others elected were: 
Douglas C. Graham, of the Bridgeport 
Brass Co., vice president; Walter H. 
Levy, of the Levy-Bayan Co., trea- 
surer, and M. Morton Zisquit, of Kes- 
tenman Bros., secretary. 


Francis R. Carson’s design for a ring 
known as “Fair Lady” was among the 
15 creations receiving citations in the 
annual Diamonds U.S.A. Awards. This 
enabled the A. Stowell Co. of Boston, 
for which Carson is a designer, to re- 
ceive a citation from the awards com- 
mittee (See JC-K, November ’56). 
The ring itself is described as a mod- 
ern variation of the passerby ring, 
with a row of square-cut diamonds 
ending in a diamond and passing by 
a row of brilliantly cut diamonds fin- 
ished by an emerald. 


Joseph M. Nevis, of Worcester, Mass., 
has retired, closed his jewelry busi- 
ness and will move to Florida. 


Bert Stranger, Jr., formerly associ- 
ated with his father in the H. W. 
Stranger Co., Boston, is now manag- 
ing Dorothy’s Jewelry & Gift Shop, 
Provincetown, Mass. 


(Please turn to page 135) 
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J. E. Caldwell & Co., Chestnut and 
Juniper Streets, ran a combined ex- 
hibition of Wedgwood and Orrefors 
from November 5th through the 17th. 
The Wedgwood pieces were culled 
from private and museum collections, 
including the collections of Harry M. 
Buten, of Merion, Pa., Mr. and Mrs. 
Robert J. Weinstock, of Elkins Park, 
Pa., and the Washington Memorial 
Museum at Valley Forge. The pieces 
included extensive displays of Jasper- 
ware and Basalt, ranged along dis- 
play counters running through the 
center of the store. Intermingled 
with, and admirably complementing 
the Wedgwood, was a selection of 
Orrefors, Swedish hand-blown glass- 
ware. Noteworthy in that collection 
(a regular line of which is always 
carried by Caldwell) were pieces with 
fish motifs, in which the fish designs, 
enclosed between thick layers of 
crystal, appeared to be swimming in 
clear water. Vases and bowls, orna- 
mented with copper wheel engravings 
(a highly specialized and secret art), 
demonstrated the exquisite crafts- 
manship of the Swedish glass-blowers. 


Philip Kind, Jr., treasurer of S. Kind 
& Sons, announced that his firm has 
achieved the distinction of being the 
first Philadelphia jewelry concern to 
have 100 per cent employee participa- 
tion in the United Community Cam- 
paign currently in progress. Mr. Kind 
himself serves the UCC in five dif- 
ferent capacities. 


William E. Leach, general manager of 
Barr’s Jewelers and Silversmiths, was 
awarded a watch worth $500 in a de- 
sign contest sponsored by the Elgin 
National Watch Co. The watch is a 
replica of one he designed, which took 
one of the six first prizes in the na- 
tional contest. 


The latest in the chain of Brant jew- 
elry stores opened recently at 1305 
Market Street. The store has been dec- 
orated in extremely modern fashion. 
William Barskey, manager of the new 
store, announced that the firm has 
scheduled two other stores in the 
Philadelphia area for 1957. 


The LuBelle Jewelry store, 1237 Mar- 
ket Street, has enlarged and renovated 
its premises to allow for the installa- 
tion of a television and electrical ap- 
pliance department. The store is also 
sponsoring a program on WPTZ-TV 
at 8:00 p.m. each night, through the 
Christmas holiday season. This ven- 


ture is under the direction of Ed 
Roberts, assistant manager of the 
store. 
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of Jay 
has 


Sandor, 
Lusk’s United Nations Bazaar, 
announced that the store recently re- 
ceived shipments of unusual costume 


Eugene manager 


jewelry from all over the world. 
Among these items are: abalone shell 
jewelry from Mexico; silver and 
enamel pieces from Denmark, and 








hand-painted Delft porcelain jewelry 
from Holland. 


B. George Lewis, of 1714 Walnut 
Street, has introduced a full line of 
LeCoultre watches into his store. 


Jaymar Jewelers, 6 North 13th Street, 
had its grand opening October 1. 
Morton Pearlstein, owner and manager 
of the store, stated that he intends to 
carry a full line of photographic and 
ocular equipment, in addition to a com- 
plete stock of name-brand jewelry. 
The premises were formerly occupied 
by Lean & Jones, Jewelers. 
(Please turn to page 136) 
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Precious and 
Semi-precious 


STONES 


Cat's eyes 
Rubies 
Aquamarines 
Amethyst 
Turquoise 


Star Sapphires 
Emeralds 
Sapphires 
Peridot 

Jade 


Unusual Gems 


Memo selections sent promptly 


Allan Caplan 
2 West 46th St. 
New York 36, N. Y. 
PLaza 7-1560 





VALENTINE HELP WANTED? 


Send for this sensational WINDOW DISPLAY KIT 
TODAY. 50 — count them — 50 pieces promoting Valen- 
tine’s Day sales ha > 14. ONLY $3.50 for entire 
; 2 DOW STREAMERS 8x 35”, 

STRIPS” axis”. 6 PENNANTS 10 x 15”, 
6 DIE CUT HEARTS 9”, 26 DIE CUT HEARTS 3”, 
NOW $3.50 (olus postage) for all 50 pieces, gorgeous 
colors, with selling copy. Send your check today. 


EDWIN FREED Inc. * West 23rd St., N.Y. 10 


Phone: WAtkins 4-6422 








gent Man, Monufocturers FINE POCKET KNIVES 


THE JEWELRY & CUTLERY NOVELTY CO. 
North Attleboro @ Massachusetts 
Through Leading Wholesalers 














fitetime 


WEDDING RINGS 
This manufacturer produces wed- 
ding rings of the highest quality 
by keeping costs a way down by 


using the ee 
ment. Your pro are greater 
with ‘Lifetime Wedding Rings. 
THE LIFETIME CO. 
119 Edison Pl., Newark 5, N. J. 
Write for Catalog 


= equip- 
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apr Jor over 40 Vears 


"WEDDING INVITATION 


“She Finest Engraving that can be made” 
WILL ECKER & CO. 
414 N. TWELFTH BLVD. + ST.LOUIS 1, MO. 


). Exclusive Deweler Dealerships 
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Plans for the annual banquet of the Chicago Jewelers Association are develop- 
ing. Shown in the above photograph, holding talks on the coming event, are 
the association’s officers for 1956-57 (left to right): Albert H. Greene, treasurer; 
Alvin A. Lauschke, president, and Marshall Spies, vice president. Spies, who is 
also chairman of the group’s Social Relations Committee, has announced that 
the banquet will take place on Saturday, January 5, 1957, at the Conrad Hilton. 





The Chicago Jewelers Association held 
its last monthly meeting of this year 
on Thursday, November 15, at the 
Crystal Room of the Palmer House. 
The guest speaker for the afternoon 
was the Reverend Harold Rigney of 
Chicago, whose experience in the 
prison camps of Communist China 
for more than four years distinguishes 
him as one of the few living men who 
can bear active testimony to the 
tragedies and cruelties existing under 
that totalitarian system of govern- 
ment. His story has been syndicated 
in many leading American news- 
papers. Father Rigney was a chap- 
lain in the U. S. Army from 1942 to 
1946. 


Marshall Spies, chairman of the Social 


Relations Committee of the Chicago 
Jewelers Association, has announced 
that the Conrad Hilton Hotel has re- 
served 400 guest rooms for guests at 
the CJA banquet in January. All mem- 
bers were urged to contact the hotel 
for reservations as soon as possible. 


Norman Deitch, 14, son of Solomon 
Deitch who operates the Soledith Jew- 
elry Co., at 29 E. Madison Street, was 
awarded an Eagle Scout medal re- 
cently. History was repeating itself, 
in a sense. Twenty years ago, Solo- 
mon was awarded the same medal. 
He is still active in the Scout move- 
ment, serving now as a neighborhood 
commissioner and assistant scout- 
master. 





Herff Jones Announces Growth 


Indianapolis, Ind.—The Herff Jones 
Co., manufacturer of class rings, 
medals and trophies, has announced 
an expansion program which includes 
a two-story addition to its main build- 
ing at 1401 N. Capitol, plus a 165- 
car employee parking lot nearby. 

Jack Gehrt, vice president and gen- 
eral manager of the firm, stated that 
the company’s growth in recent years 
has been remarkable, primarily due 
to the rapid increase in size of 
school graduating classes. 

The expansion program is designed 
to meet the requirements of the grow- 
ing concern, especially in view of 
the fact that the next few years are 
expected to bring a steadily-mounting 
volume of business. 


Representative of French 
Glass Industry Tours Americas 
New York City—Mr. V. A. We- 


werka, special envoy of France’s 
Ministry of Economic Affairs, and 
representative of that nation’s glass 
industry, has just completed a cross- 
country tour of the U.S.A. 

Wewerka, traveling in this coun- 
try under the auspices of Univer 
(known here as The French Glass 
Co., Inc.), visited all key cities of 
this country where officers of his 
organization are located. 

Shortly after returning from his 
tour of the United States, Wewerka 
left New York again for a six-week 
journey through Central and South 
America. 
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EMPEROR: This is one of the pieces 
from the Sommerville collection of 
cameo and intaglio engraved gems 
which is currently on display at the 
University museum in Philadelphia. 


This cameo is described as: Green 
Serpentine Bust of an emperor, per- 
haps Titus (69-81 A. D.), Neo-Classic. 
Enlarged. 


Extensive Exhibit of Cameos 
And Intaglio Gems in Phila. 


Philadelphia, Pa.—The University 
Museum, located at 33rd and Spruce 
Streets in this city, is currently fea- 
turing a fine exhibit of cameo and in- 
taglio gems. 

The gems are part of a famous col- 
lection of such art-pieces, bequeathed 
to the Museum by Maxwell Sommer- 
ville in 1904. The collection itself is 
considered to be one of the finest of 
its kind in the world, rivaling similar 
groups in the museums of Naples, 
Florence, Paris, Berlin, London and 
Boston. 

Items in the collection range in the 
date of origin from the Babylonian 
period of the second millennium B. C. 
to the Neo-Classical European of the 
19th century. Thus, the gem cutter’s 
art is illustrated over a period of four 
thousand years. 

The exhibit, which began Novem- 
ber 30, is scheduled to be at the Uni- 
versity Museum until the end of 
March. It is expected to attract the 
attention of jewelry designers from 
all over the country. 


Two New Gemologists Named 


3ernard H. Kaplan, of Rogers Jew- 
elers, 15 S. High Street, Columbus, 
Ohio, has been awarded a diploma 
in the theory of gemology by the 
Gemological Institute of America, Los 
Angeles, Calif. 

W. C. McConahay, owner and man- 
ager of McConahay’s Jewelry, 110 
South Main Street, Salt Lake City, 
Utah, was also awarded the gemologi- 
eal diploma recently. 
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Improved Selling Techniques 
Stressed in New Govt. Leaflet 


D. C. Methods by 
which small retailers can increase 
sales potential and improve selling 
techniques, are suggested in a new 
leaflet published by the Small Busi- 
ness Administration. 

The leaflet, “Improving Personal 
Selling in Small Business” (Small 
Marketers Aids, #16), was prepared 
by Donald F. Mulvihill, professor of 
marketing at the University of Ala- 
bama. It is available free from any 
SBA field office, or from the main 
office, Lafayette Bldg., Washington 
25, D. C. 
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Seymour’s Has 20th Anniversary 
Ixrie, Pa.—Seymour’s Budget Jew- 

elers, 708 State Street, recently cele- 

brated its twentieth anniversary. 

To mark the occasion, the store held 
a special anniversary sale. This was 
the first time that Seymour’s has held 
a sale of that kind. 

The firm has been in business since 
1936, always at the same location. 
Originally the staff consisted of two 
people, compared with today’s staff 
of eight. 

The store features, aside from 
standard lines of name-brand mer- 
chandise, one of the largest repair 
shops in its area. 








EXCELLENT OPPORTUNITY! 


SALESMEN 


For Nationally Advertised 
Wed-Lok* Diamond Rings 


Manufacturers of quality diamond rings, in 
business over 50 years, require a salesman 
for Northeast states and a salesman for 
Southeast states, to carry Wed-Lok rings as 
a side line. Applicants must now be calling 
on better jewelers with a non-conflicting 
line. We have established accounts in each 
territory without the benefit of salesmen. 
The men we require would augment our 
present sales force which covers balance of 
United States. While experience would be 
an asset, a young energetic and aggressive 
salesman is acceptable. All replies will be 
held in strictest confidence. Applications 
must be accompanied with a recent photo- 


graph. 





NORTHEAST SOUTHEAST 
Maine South Carolina 
New Hampshire Georgia 
Vermont Florida 
Massachusetts Alabama 
Connecticut Mississippi 
Rhode Island Louisiana 
New York 


The above territories can be tailored 
to fit a particular situation. 


Granat Manufacturing Company 


114 Geary Street, San Francisco 8, California 


*WED-LOK RINGS PROTECTED BY U. S. PATENTS 
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Salesmen Wanted 
for 


Middle West 


To sell loose & Mounted dia- 
monds for large importer, estab- 
lished well over |/3rd century 
with highest financial rating. 
Line is sold to better class re- 
tailers from coast to coast. Pre- 
fer salesman residing in territory. 
State all pertinent facts pertain- 
ing to territory. We advance our 
men $12,000 a year against 


commissions. 


ADDRESS "H., 2567" 
CARE OF JC-K 























Wanted to buy: Silverware—Gold and plated 
jewelry—old costume jewelry. Watches—move- 
ments — watch bands, any kind, any type, in 
any condition. Diamonds — any kind or size. 
Gems and semi-precious stones. Gold Scrap— 
Piatinum—filled and plated scrap. No consign- 
ment too large or too small. Our check sent 
immediately. Your consignment will be held 
intact for 10 days, subject to your approval of 
our check. References: Whitney National Bank 
Morgan Branch, New Orleans, La.; Nationa 
Jewelers Board of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 














are available 
2 oe and 4 sizes. 

Silver In t. Gold 
3/4" tia, 33, 1 “$4 ) 3/4" dia. $12, 1” $15 
11/4” $5, Yi/2" $7 1 1/4” $30, 1 1/2” $40 


Wayne Silversmiths *%8,%8. "rosewer 


RUSH TO Edwin reed 


Preve for yourself how our jewelry 
card window service can hel 
eu make mere sales! Ask for 
AY FREE TRIAL. Phone, write or 
wire TODAY — 


4 WEST 23 ST.. NEW YORK 10 
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Stein Jewelers, 612 Adams Street, 
Toledo, Ohio, recently celebrated its 
50th anniversary. Samuel B. Stein, 
who began the business with a total 
capitalization of $200, will shortly 
celebrate his 80th birthday. His son, 
Joseph B. Stein, is general manager 
of the firm. 


The Bulova iniiaabeii on Watch- 
making was held at the Deshler Hilton 
Hotel in Columbus, Ohio, October 24, 
under the joint sponsorship of Bulova; 
Columbus Jewelers Supply; Stern, 
Inc., and William Werkhaven & Son. 
The Symposium appeared the follow- 
ing night at the Cincinatti Club, in 
Cincinatti, Ohio, where the subject 
was “The Adjusted Watch.” Max J. 
Schwartz, technical director of the 
service division of the Bulova Watch 
Co., conducted both sessions. 


Albert Backer, jeweler of East Akron, 
Ohio, recently celebrated his 27th an- 
niversary in business at the same lo- 
cation. He opened his store on the 
day of the great stock-market crash 
in 1929, going on to survive the Jean 
years and maintain his business up 
to the present time. 


A new store opened in Dayton, Ohio, 
in mid-October. The establishment of 
the new firm, Woods Jewelers, Inc., 
was announced by Sigmund Wilson, 
who has been associated with the J. 
Manny Potasky enterprises in the re- 
tail jewelry trade. 


Keidan’s Jewelers opened its fifth 
store on November 2. The new store 
is located in the Great Eastern Shop- 
ping Center in East Toledo, Ohio. 


The Best Jewelers store in downtown 
Zanesville, Ohio, recently celebrated 
its 7th anniversary. A store-wide sale 
was used to celebrate the event. The 
firm also operates three other jewelry 
stores in Pennsylvania, Ohio, and in 
the Country Fair Shopping Center of 
Zanesville. 


The Rogers Jewelry Co. formally 
opened its newly-remodeled store at 
6 E. Main Street, Springfield, Ohio, 
November 4. The firm’s Middletown, 
Ohio, store, changed location in late 
October to 1040 Central Avenue. 


Kahn’s Jewelers, of Columbus, Ohio, 
gives a party for employees who cele- 
brate their 50th birthday. Most re- 
cently, Mrs. Myron Trope was honored 
by a company party in which the 
three Kahn brothers, Bill, Ben and 
Ray, owners of the store, participated. 


Walter B. Jaccard, the third genera- 
tion of the Jaccard family to be en- 
gaged in the same business, was re- 
cently elected president of the Jaccard 
Jewelry Corp., Kansas City, Mo. The 
Jaccard firm was founded by his 
grandfather in St. Louis, Mo., in 1829. 
In 1888 two sons left the St. Louis 


“WES | 


firm to open a jewelry store in Kansas 
City. In 1902 Ernest A. Jaccard, the 
third son of the founder, joined the 
Kansas City organization which his 


Walter B. Jaccard 


brothers had started. He rose to be 
president, which position he held until 
his death earlier this year. Walter B. 
Jaccard, now president, has been ex- 
ecutive vice president of the firm for 
many years. 

Construction has been completed on 
the Westroads branch of the Hess & 
Culbertson Jewelry Co., St. Louis, Mo. 
The branch is in the new Westroads 
Shopping Center. The main branch 
of the 73-year-old jewelry firm is at 
826 Olive Street, St. Louis. Otto Kort- 
kampf, president of the firm, was 
honored by the Downtown Lions Club 
of St. Louis, for outstanding service 
to that organization. Kortkampf is 
a charter member of the group. 


The Gardner Jewelry Co., Macon, Mo., 
held its grand opening on October i2. 
The firm operates another store in 
Kirksville, Mo. 

The Greater Detroit Jewelers Asso- 
ciation held a buffet-dance Saturday 
evening, October 13, at the Calvert 
Dining Room in Detroit, Mich. More 
than 175 members and friends enjoyed 
the dancing and the excellent floor- 
show. The festivities were hosted by 
Jack Laula, association president, and 
his wife Mary. 

Smith’s Jewelry store, Jackson, Mich- 
igan, held its grand opening October 
19 and 20. The store is operated by 
Sam Meisel and Augie Lodise, both 
Jackson businessmen of long stand- 
ing. 

The Rost Jewelry Co., 25 N. Illinois, 
Indianapolis, Indiana, recently cele- 
brated its 70th anniversary. The firm 
plans to open its first suburban branch 
early next March in Eastgate Shop- 
ping Center, and recently broke 
ground for another branch, this one 
to be in the Glendale Shopping Center. 

(Please turn to page 136) 
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‘Million Dollar Bride’ Seen 
At Bride’s Show in New York 





CREATORS OF 


BPD LIGHT DIAMONDS ano 





AND GLITTER: This 
is how the “Million Dollar Bride,” 
presented by Baumgold Bros., looked 
when she made her nightly appear- 
ances at the recent Bride’s Show held 
at New York City’s Coliseum. Her 
jewels, including a tiara, necklace, 
brooch, two bracelets, engagement and 
wedding rings, were valued at $1,000,- 
000. Visitors to the show got a closer 
look at the jewels in the Baumgold 
exhibit booth during the show. 


GLAMOR 


Gruen Industries, Inc. 
Sells Waterman Stock 


(from page 116) 


Explaining that tightness of the 
money market would not allow Gruen 
to “adequately finance the reconstruc- 
tion of Waterman without intruding 
upon the program we had already out- 
lined for Gruen,” Joseph stated his 
company’s aim to consolidate its po- 
sition and “concentrate all available 
resources against Gruen’s more im- 
mediate objectives in the watch indus- 
try and in the production of elec- 
tronics equipment.” 


Increased capital for Waterman 


One concrete and immediate result 
of the transaction, according to an 
announcement issued by J. E. Savard, 


JC-K Begins 
Survey of Industry 
(from page 116) 

By the time this issue is being 
read, all JC-K readers should have 
received their questionnaires. Any 
jeweler who has not received a copy, 
or who has misplaced the one he had 
should write for a questionnaire to 
JC-K at 56th and Chestnut Streets, 
Phila. 39. 

In the interests of timeliness, we 
urge our readers to fill out their ques- 
tionnaires at their earliest conve- 
uience and submit them to us, so that 
the early programming of this survey 
can be met. 


Huge Emerald Found in Africa 


Johannesburg, South Africa An 
emerald, believed to be one of the 
largest in the world, has been found 
in a mine in the Letaba district of 
northern Transvaal. 

Reports say it weighs possibly as 
much as 11,000 carats, far more than 
the famous Cullinan diamond. 

The stone was broken while being 
chiseled from the quartz in which it 
was buried. After it was broken, one 
piece still measured eight inches long 
and three inches across. 

The find was made by Charles 
Kempt and his partner, J. Botes. 





———— — a 


Parker Pen Starts Franchise 


Janesville, Wis.—A retail franchise 
plan has been inaugurated by the 
Parker Pen Co. with the introduction 
of its new Parker 61 line of pens. 


According to company officials, the 
new plan “will assure traditional 
fair value for the consumer and use- 
fully serve Parker retailers as well 
as ourselves by providing a vehicle 
for the free flow of our products.” 

The franchise plan is marked by 
its absence of coercion, and its ex- 
treme flexibility, which allows either 
the company or the retailer to ter- 
minate the agreement by simple writ- 
ten notice. 





Solid Gold Coffeepot Appears 


Denver, Colo.—A solid gold coffee- 
maker set with hundreds of jewels 
and valued at $50,000, recently drew 
the attention of crowds at a down- 
town department store here. 

The exhibit “appliance” was cre- 
ated by Landers, Frary and Clark, 
makers of Universal Products, to com- 
memorate the manufacture of their 
15 millionth percolator. 

Two hundred and fifty diamonds of 
various sizes, plus 150 rubies, bedeck 
the unusual piece, which required the 
use of 55 troy ounces of 14-carat gold 
in its creation. 








Buy Direct 


OUR Tremendous Volume 
Enables YOU to Buy 
Showcases & Wallcases 
for less 








Half-Panel Showcase No. 1103 
70" long—20" deep—39!/," high 
$89.95 FOB New York City 








No. 1306 Picture 





president of Waterman, will be an Moe ie Frame Model Wallcase 
addition of $1,200,000 to Waterman’s 4" hi ay 7 7’ high—18" deep—70" long 
working capital. 40" ew Ps Available with or without 


The board of the Canadian company center drawers 


now consists of: J. E. Savard, presi- 
dent; R. D. Howse, executive vice 
president and managing director; F. 
C. Tenzer, J. E. Labelle, G. Pratte, | 
Allen A. McMartin, H. J. O’Connell, | 
Frank Waterman, David Van Alsyne, | 
‘ Jr, William H. McElnea, Jr., Malcolm 
I. Ruddock, J. C. Udd and Adjuter 
; Savard. F. A. Greene is secretary, 
treasurer and general manager. 


Glass Enclosure 
over bench 16" on 
3 sides 

$110.00 FOB 

New York City 


Town Showcase & Cabinet Company 


30 Years of Service, 1927-1957 
| 6453 NORTH RIDGE AVENUE, CHICAGO 26, ILLINOIS 


Write for Complete Catalog 
and Itemized Price List 
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THE 


D. JACOBS SONS CO. 
325 E. Central Pkway. 
Cincinnati 2, Ohio 


“Serving you since ‘72" 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 
Members 


AMERICAN GEM SOCIETY 
Julius D. Jacobs, jr. Cert. Gemologist 

















We take this opportunity 


to say THANKS fo all our Cus- 


tomers a 
n 


d 
Best Wishes For A Merry Christmas 
and Happy and Prosperous New 
Year 
Harry Greenwold, Wallenstein-Mayer Co. 


3! East Fourth Street 
Cincinnati 2, Ohio 


Where Service is a Tradition 














HEADQUARTERS 
for Nationally 
Known Lines 


Now in our own building with Greater | 


Facilities for Better Service 


pyoey WATERMAN EVANS 
SEMCA SCHICK 
TELECHRON 
INGRAHAM 
VULCAIN 
ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


DORMEYER 
OSTER 


Catalog Twice Yeorly © Ask for Yours Today | 


JOSEPH HAGN COMPANY 


Whelesalers Since 1911 


325 West Medison Street, Chicago 6, Illinois | 








Every Nancy... Betty... Lucy 
or whatever her name may be, will adore this 
lovely sterling bracelet, made especially for 
her. What could be more personal, or more 
desirable? What could be a more sincere gift? 

Retails at only $2.95 plus tax 
Any name up to 7 letters included in the price. 

Additional letters at 50¢ each. 
Send for Literature 


LEONORE DOSKOW, INC. 
TROSE NEW YORK 





MON 
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THE 


The Board of Governors of the Ala- 
bama RJA met recently at the Thomas 
Jefferson Hotel, Birmingham, under 
the direction of association president 
J. H. Hoffman, and launched a mem- 
bership drive to sign up 40 more jew- 
elers for the association’s roster. A 
new member of the board, Harry 
Wetsten (of the Southern Jewelry 
Travelers Association), was _ intro- 
duced. The president appointed a 
yearbook committee, which will have 
charge of printing the 10th annual 
Convention Yearbook of the 1957 Ala- 
bama RJA convention to be held April 
14 and 15 in Birmingham. At this 
same meeting, the board voted to re- 
quest U. S. Presidential candidates to 
work toward the elimination of the 
jewelry excise tax. Secretary P. Koss 
was instructed to obtain a ruling from 
the Attorney General concerning the 
legality of the operations of trading- 
stamp concerns under the state’s Fair 
Trade laws. All association members 
were invited to attend the Jewelers 
Conference which was subsequently 
held at the University of Mississippi. 


O 0 O 


Frank Remke and Maury Solomon, of 
the Gleeson Jewelry Co., Louisville, 
Kentucky, were sponsored by D. J. 
Gleeson at the annual Chamber of 
Commerce Welcome Breakfast held at 
Churchhill Downs October 31. The 
breakfast is held once a year to wel- 
come newcomers to Louisville who 
join old or new businesses in the city. 


O 0 0 


The A. H. Fetting Co., jewelers of 
Baltimore, Mayland, located at 314 
N. Charles Street, has opened a 
Corporate Gift Department. The de- 
partment is designed to service the 
needs of corporations for gift mer- 
chandise for distribution to employees, 
customers, etc. 


O00 


The newly remodeled and redecorated 
Davies & Sons Jewelry store, 108 N. 
Hamilton, Dalton, Georgia, had its 
grand opening October 19 through 27. 
A number of valuable door prizes were 
distributed to celebrate the event. 


O00 


Reeve’s Jewelry of Carrollton, Georgia, 
held its grand opening in early Oc- 
tober. The store is located in the old 
West Georgia National Bank Bldg. 


SOUTH 


Mrs. Alvah Nelson, Jr., of the Wheel- 
less Jewelry Store, Thomaston, Geor- 
gia, has received the title of “Regis- 
tered Bridal Consultant” from the 
National Bridal Service, Inc. The 
Bridal Service is an organization 
attempting to elevate the bridal con- 
sultant to professional status. Each 
person receiving the title of “Regis- 
tered Bridal Consultant” (there are 
now just 12 throughout the U. S. A.) 
must complete a long and rigorous 
course of study. 


OO O 


Picken’s Jewelers, of Augusta, Geor- 
gia, has moved from the Hacklebridge 
Building to temporary quarters at 
12th Avenue. They will remain there 
until their new quarters in the Mc- 
Kennie Building are available. The 
new quarters will be remodeled in mid- 
December. According to Mr. and Mrs. 
Raymond Perkins, owners of _ the 
store, the new unit will be of the most 
moderr design, with a front of red 
granite and aluminum. The sales area 
will be on the first floor and the ser- 
vice department on the second. 


OOO 


Elledge Jewelry opened for business 
at 120 West Fourth Street, Winston- 
Salem, North Carolina, October 18, 
and held its grand opening in mid- 
November. The store features china- 
ware, carrying full lines of silver, 
crystal, watches and jewelry as well. 
Mr. and Mrs. James B. Elledge, man- 
agers of the store, were formerly as- 
sociated with the Jewel Box chain in 
Kingsport, Tenn., after which they 
moved to Winston-Salem, where, for 
the past three years, they have op- 
erated a jewelry store at Ebert Street 
and W. Clemmonsville Road. 


O O 


Charles L. Wells, Jr., of Charles L. 
Wells Jewelers, Jacksonville, Fla., has 
completed the examination given by 
the American Gem Society and has 
been granted the title of Registered 
Jeweler. 


O 0 0 


Carl’s, jeweler of Richmond, Virginia, 
has announced that Bob Alfred has 
joined the firm’s enlarged service de- 
partment. Alfred previously operated 
his own watch repair shop. Carl’s is 
located at 712 E. Main Street. 
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Boston Jewelers Club Has 69th Annual Meeting, Election 


Boston, Mass.—The Boston Jewel- 
ers Club held its 69th annual meeting 
at the Hotel Statler on Nov. 2. 

Herbert L. Thomae, of Charles 
Thomae & Sons, Attleboro, Mass., 
was elected president, succeeding Ells- 
worth W. Read, of Kettell, Blake & 
Read, Boston, who was named to the 
Board of Directors. 

John Blackinton, of R. Blackinton & 
Company, Attleboro, Mass., was elect- 
ed vice-president, and Clarence Lund, 
of Lund Jewelers, Boston, was re- 
elected secretary-treasurer. 

The board of directors also includes 
Darwin Neumeister, of Bigelow Ken- 
nard Co., Boston; Albert S. Munnis, of 


Worden-Munnis Co., Boston; Sturgis 
C. Rice, of Whiting & Davis Co., 
Plainville, Mass.; and John S. Ken- 
nard, of Kennard & Company, Boston. 

An unusual tribute was paid to the 
incoming president when _ retiring 
president Read called upon Charles 
Thomae, a member, to present the 
president’s jewel to his son. 

Three members who had passed on 
during the past year were honored: 
Augustus U. Burque, of Nashua, 
N. H.; William E. Fritz, Quincy, 
Mass.; and Arthur W. Weatherbee, 
of Attleboro, Mass. 

The dinner was followed by an en- 
tertainment program. 





Graduate of Bowman School 
Makes Unusual Chronometer 


“f 





Lancaster, Pa.—A report has been 
received from the Bowman Technical 
School here that one of its recent 
graduates, Dwight Massey, currently 
a resident of Elgin, Ill., has built a 
fine, unusual timepiece which he calls 
a “chronometer model.” 

It is a small timepiece, suitable for 
“deck” service in navigation, or for 
a jeweler’s regulator. The movement 
is mounted in a cherry-wood case (as 
seen in above photograph), which is 
of unusually beautiful workmanship 
and finish. 

The technical data on the “chro- 
nometer model” is as follows: move- 
ment diameter, 35-size; pivoted detent 
escapement of Munger’s Improved 
tvpe; Breguet hairspring with Lossier 
terminals; barrel is Reed’s Patent 
type; lantern pinions are used 
throughout the train; inner case of 
brass with hinged bezel. Seconds and 
half-seconds are read from outer cir- 
cle on dial; inside the circle are indi- 
cators for hours and minutes, days of 
the week, and the up-and-down wind- 
ing indicator. The _ glass-bezel is 
hinged to the case, with an eccentric 
catch. 
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NYU Establishes Clock Museum | 


Names A. L. Rawlings Curator 
New York City—New York Univer- 
sity has established a Museum of 
Clocks and Watches, consolidating its 
James Arthur collection and two 
smaller groups of timepieces. 

Dr. Arthur L. Rawlings has been 
appointed curator. He will be as- 
sisted by Brooks Palmer, an authority 
on antique clocks. 

The museum, which will display 
over 3000 timepieces, is temporarily 
being housed in the Gould Memorial 
Library at the University Heights 
campus in the Bronx. 

Included in the collection will be 
sundials, water clocks, mechanical 
timepieces dating back to the six- 
teenth century, and highly unusual 
and accurate modern clocks and 
watches. 


Jewelry Manufacturers, Union 
Agree on General Wage Hike 


New York City—Negotiations were 
recently concluded between New York 
jewelry manufacturers and the Amal- 
gamated Jewelry, Diamond = and 


Watchcase Workers Union, resulting | 


in a general wage increase of 25 cents 
per hour, to be paid over a period of 
three years. 

The package plan also gives the 
jewelry workers an increase in the 
minimum wage rate and increased 
fringe benefits. 

The contract was signed at a lunch- 
eon given by the Union on October 23 
at the New Weston Hotel here. 

The manufacturers were represent- 
ed by the Manufacturing Jewelers 
Council, which consists of members of 
the Jewelry Crafts Association, Inc., 
and the Associate Jewelers, Inc. Both 
organizations are composed of New 
York manufacturers of platinum, gold 
and diamond jewelry. 


tt 











NASH 


for 


the best light yet 


cigarette! 


favorite 


your 


FOR LIFETIME GIVING ... 


LIFETIME 


GN A S H GUARANTEED 


CIGARETTE LIGHTERS 


* Dynoflex sparking 
action at no extro cost 
* Choice of Styles and 
colors 

* FREE repoir service 
for life! 





$225 to $695 
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Serving America’s greatest names in 
the jewelry field through authorized 
distributors: 


Acme Jewelers’ Sup. Co., Detroit 
Advance, Washington, 

1. Alberts’ Sons, Beston 
Blankinship-Porter Co., Birmingham 
Cobron Co., New Orleans 
Colman Bros., Cleveland, 0. 
Esslinger & Co., St. Pawl 
Fried & Field Co., San Francisco 
Friedman-Gessier, Los Angeies 
Stanley 0. Jacobs, Los Angeles 
Jewelers’ Sup. Co., Atlanta 
M. A. Lumberd Co., Des Moines 
Michigan Jirs. Supply Co., Detroit 
Marv Minzel Company, Seattle 
Harry Nest & Co., Detroit 
The Nest Co., St. Lowis 
Prague-Kurtz Co., Houston 
Burton M. Reid, Springfield, III. 
Southland Jewelers’ Sup. Co., New Orleans 
Samuel Weinhous & Co., Pittsburg 
Woodstock-Hoefer, Kansas City 
Young-Neal Co., Nashville 
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THERE IS NOTHING 
LIKE A 


DIAMOND! 


but . . 


Available 


Famous for lasting brilliance. 
most shapes and all sizes. 
Write for folder today 


JU 6-0459 





lf They can't afford a diamond show them 





Walderite, 580 Fifth Ave., N.Y. 36, N.Y. 
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Yon 
INQUIRIES FROM 


JEWELRY 
STORES 
WHO HAVE PROBLEMS 


Want to turn surplus stock into cash, 
pay off debts, settie an estate, or, per- 
haps sell your business for cash? WE 
CAN HELP. A fact substantiated by our 
35 year record of successful 


FLAT or AUCTION 
SALES 


OR A COMBINATION OF BOTH 


WE GUARANTEE 
100¢ ON THE $-PLUS FOR YOUR STOCK 


@ Your reputation will be guarded @ You 
will have a more popular store after sale 
@ Your business will be permanently in- 
creased @ We will interview you at our 
expense @ We specialize in buying stores 
for cash. 


WRITE—WIRE—PHONE 


COLMES « BRILL 


Auctioneers 


45 W. 45th St., N.Y.C._—JU — 

















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
N.Y. 


149 Sth Ave., New York 10, 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











DECORATIVE 
i RY 4 AN ACCESSORIES 
FURNITURE 


GIFT AND ART 
NOVELTIES 


225 Fifth Avenue, New York 
Merchanaise Mart, Chicago 


SOUTHWEST Lil 


| The Oklahoma Horological Association 
recently held its regional meeting at 
_Lake Murray Lodge, Ardmore, Okla., 


in joint session with the Oklahoma 
Jewelers Association. George Sloan, 
Tulsa, Okla., of the American Gem 
Society, presented an illustrated lec- 
ture on “The Cultured Pearl.” After 


the program, the watchmakers held a 
_ board meeting, at which they approved 
|_the magazine “Southwestern Watch- 
_maker” as their official publication. 


The group also named a permanent 


board of trustees, and a permanent 


board of directors. The board of 


' trustees named is as follows: Sam 
| Clements, Winford Anglin, Herman 


Harper, Bill Collins and Vic Beck. 
The permanent trustees are: Vernon 
Courtney, Herman Harper, Ed Burris, 
Ross Luttrell, George Welch, Winford 
Anglin, Dave Ingram, Bill Collins and 
Sam Clements. 


Mrs. Mary Trout, of Huff Jewelers, 
Roswell, New Mexico, has been award- 
ed the title of “Registered Bridal Con- 
sultant” by the National Bridal Ser- 
vice, Inc. Mrs. Trout is one of twelve 
women in the United States who have 
qualified for this title. The title is 


_ granted only after someone working 
'as a bridal consultant completes an 


extensive course of study. 


George J. Sloan, of Sloan’s Jewelers, 
20 East 4th Street, Tulsa, Okla., was 
recently elected vice-chairman of the 
Tulsa Better Business Bureau. 


_Meig’s Jewelry Store, 217 N. Oak 
| Street, Sallisaw, Okla., has had quite 


a bit of remodeling done lately. The 
renovations have provided additional 
floor space, and the interior has been 
redecorated throughout. 


Zale’s Jewelers, 211 E. Grand, Ponca 


|. City, Okla., recently completed an ex- 
| tensive remodeling program which 
| had gone on for several weeks. In 
_ the process, the store was completely 
rearranged and new fixtures were 
| added. 


After more than nine years as the 


| official publication of the Texas 
| Watchmakers Association, the “TWA 
_ Journal” became “The Southwestern 
| Watchmaker.” The change was effect- 


ive as of September 1956. The pub- 


| heation is now accepted as the official 


publication of the Texas group and 


the Oklahoma Horological Associa- 
_ tion, and has been acknowledged as 


an outlet for news of the Louisiana 
Horological Association. S. E. Lowe 


| is the publisher of the Southwestern 


Watchmaker. 


Tappan’s Jewelers, 116 North Com- 
merce Street, Gainesville, Tex., re- 
cently observed its third anniversary. 
In celebration of the event, the owners 
staged a store-wide sale. M. H. Tap- 
pan, Sr., and Melrose Tappan, Jr., the 
owners, have been in the jewelry busi- 
ness for many years. Their previous 
venture was a store in Sherman, Tex.., 
which the family operated for 30 years. 


Gordon’s Quality Jewelers held the 
grand opening of its second San An- 
tonio, Tex., store, on October 17. The 
store is located in the Las Palmas 
Shopping Center. Arnold Nevelow, of 
San Antonio, is the manager. He has 
been with the Gordon firm for 4 years. 
The Las Palmas store represents the 
37th in the Gordon chain, which ex- 
tends through Texas, Arkansas, Loui- 
siana, Mississippi, Tennessee and Ala- 
bama. 


Irving Richel, manager of the Zale 
Jewelry store, 400 E. Houston Street, 
San Antonio, Tex., has announced that 
two Zale employees have been ad- 
vanced. Nathan Sachovitz has become 
assistant manager, and Louis Quintillo 
is now office manager. 


The Sessions Co., Dallas, Tex., whole- 
sale jewelry house, opened its new 
office, display and warehouse October 
8. The new, one-story building is lo- 
cated at 1800 Good-Latimer Express- 
way. A unique feature of the new 
quarters is a set of duplicate ware- 
houses, from which orders are filled. 
One warehouse section contains mer- 
chandise slated for immediate deliv- 
ery, the other being reserved for 
merchandise scheduled for future 
shipment. 


The Arthur E. Everts Jewelry Co., 
Dallas, Tex., recently featured an un- 
usual promotion. To emphasize its 
prompt service in jewelry repairs, the 
firm placed an ad in the local papers 
which began, “Get Your Diamond Set 
while Waiting.” Everts followed 
through by arranging to have dia- 
monds and other stones re-set while 
customers waited for them. 


Karraker’s retail jewelry store in the 
Gelena Park area of Houston, Tex., 
has leased space for a second store. 
The new outlet will be located in the 
new North Shore Village Shopping 
Center. 


Regent Wholesale Jewelers, Inc., of 
Oklahoma City, Okla., have had a re- 
modeling job done on the building at 
208-10 NW 2, the site of the old Boy 
Scout property. The $40,000 facelifting 
job includes airconditioning, new fix- 
tures and many other changes. 
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Diamond Output Hits New High 


South Africa—“‘De 
Beers is pulling out production stops 
as never before in its history.” This 
statement, from a correspondent in 


Johannesburg, 


South Africa, is indicative of the 
current trend in diamond production. 

An unsurpassed demand by the 
United States for gem and industrial 
diamonds has caused the DeBeers’ 
facilities to work at the peak of their 
capacity, and still the demand is far 
exceeding the supply. 

“There is no holding back produc- 
tion anywhere,” said R. G. Weavind, 
joint director of the Diamond Re- 
search Laboratory here. “I’ve visited 
every single diamond mine in Africa, 
and every mine has been increasing 
its capacity and is now producing at 
about peak capacity at today’s tech- 
nology.” 

The current sizzling pace of dia- 
mond sales and demand is indicated 
by the fact that sales during the third 
quarter of 1956 totaled $52.6 million, 
as compared to $46.8 million in the 
third quarter of 1955. 


——— 


Solutions to Parking Problems 
Summarized in Govt. Report 


Washington, D. C.—Merchants can 
get a valuable capsule version of what 
different cities are doing to try and 
solve downtown parking problems, in 
a new government report, “Parking 
Guides for Cities.” 

The report points out that inade- 
quate parking facilities are discourag- 
ing potential retail shoppers in cities 
of all sizes. It goes on to analyze 
elements of today’s parking problems 
and to indicate practical suggestions 
for their solution. 

Various plans put into effect by 
merchant groups are discussed in the 
Guide, which was published by the 
Bureau of Public Roads. Copies of 
the report are available from the 
Superintendent of Documents, Gov- 
ernment Printing Office, Washington 
25, D. C. The price is 55 cents. 





Few Changes Made in Tax Form 


Washington, D. C.— Businessmen 
will find few changes in the income 
tax forms they will fill out a few 
months from now. Aside from a num- 
ber of “improvements” in the instruc- 
tions, the 1957 forms are just about 
like the 1956 models. 

The Internal Revenue Service de- 
cided to leave the forms as they 
were this year because there have 
been no major changes in the tax 
laws recently. 

Approximately 6.5 million business 
firms will be mailed a tax “packet” 
this year, consisting of instructions 
and two copies of the tax forms. 
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Service Charge for Credit 
ls Taxable in Some Cases 


Washington, D. C.—Adding to the 
current confusion over the adminis- 
tration of the jewelry excise tax, and 
the question of what is taxable and 
what is not, the Internal Revenue 
Service has ruled that the service 
charge for credit-buying of taxable 
articles is also taxable in some in- 
stances. 

The ruling states that if a retailer 
adds to the price of an article a 
specific charge for the privilege of 
purchasing the article on credit or 
under an installment plan, then such 
a service charge is considered part 
of the selling price of the article, 
even if it is recorded separately. 





However, the IRS adds a qualifying | 
statement to the ruling. If the charge | 


for credit is computed “at the legal 
rate of interest, based upon the un- 
paid balance of the account and the 
length of time agreed upon for pay- 
ment, and is refundable in proportion 
to any accelerated payment of the 
account,” it is then exempt from the 
excise tax, as long as it is shown sep- 
arately. 


Friedman Reports on Congress 
Of Diamond Bourses in Israel 


New York City—Isidore Friedman, 
New York diamond cutter, and sec- 
retary of the New York Diamond 
Dealers Club, recently returned from 
a trip to Israel, where he was a dele- 
gate to the World Congress of Dia- 
mond Bourses. 

Friedman left Israel during the 
fighting which erupted in that part of 
the world in late October. He returned 
to the United States with a full re- 
port of the current situation in the 
diamond market. 

He issued the following statement 
to JC-K: 

“Everywhere, diamond cutting man- 
ufacturers complain of the shortage 


of rough ... But Israel, with its ex- 
panding diamond cutting industry. 
suffers most from the _ restricted 


rough imports. 

“Israel cuts goods from the very 
smallest full-cut to approximately 20 
points. Their ‘make’ is now consid- 
ered among the best and their exports 
to... U. S. has increased from $7 
million in 1950 to $13 million in 1955. 

“This trip has shown that the best 
source for eight-cuts continues to be 
Belgium, while Israel is most com- 
petitive in full cuts. 

“For one-quarter carat and up the 
U. S. diamond cutter can compete 
favorably with any European or 
other manufacturing center. 

“Everywhere there is full 
dence in the diamond business.” 


confi- 
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Cordless Battery Clock Movement 


By one of Germany's oldest makers. Now available 
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fastening screw makes assembly easy; hands fit per- 
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Chatham Research Laboratories 
70—!4th St., San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 











WEST COAST 


Mayor’s Jewelry Co., Pasadena, Calif., 
held open house early in October to 
celebrate the opening of its modern- 
ized and enlarged store. Mayor’s has 
been active in Pasadena for 15 years. 
Thomas Mayor is owner of the firm. 


Two more California jewelers have 
received their diplomas in the Theory 
of Gemology from the Gemological 
Institute of America. J. William 
Parry, owner of Parry’s Jewelry in 
Inglewood, and Pete Petrelli, owner 
of a jewelry store at 1447 Fulton 
Street, Fresno, now qualify as special- 
ists in the gem field. 


Rankin & Hambro, New England pro- 
motional jewelry firm, has opened a 
stock office in Los Angeles. George A. 
Metter manages the new office, which 
services the West Coast, Alaska and 
Hawaii. 

Clyde Bishop, formerly a watch in- 
spector for the Southern Pacific Rail- 
road and owner of his own jewelry 
shop in Indio, is now associated with 
Bartlett’s Jewelers of Escondido, 
Calif. 

The latest link in the chain of Mills 
Jewelry Co. stores in Southern Cal- 
ifornia held its grand opening October 
12. Mills Jewelry store, at Oak and 
Main streets, Ventura, opened its 
doors on that day, under the man- 
agement of Al Harfield. 


Wallace Jewelers, Redondo Beach, 
Calif., recently celebrated its 10th an- 
niversary in that community. The 
store is owned by Ben Wallace and 
Mark Bennett. 

The Pacific Jewelers Supply Co., Los 
Angeles, and Charles Freed, salesman 
for the firm, were awarded prizes by 
the Federal Watch Crystal Co. of 
New York, as winners of an incentive 
contest. The firm received a trophy, 
and Freed was awarded a check equal- 
ing the price of a new Plymouth auto- 
mobile (he chose to take the check 


| instead of the car itself). The pres- 


entation was made October 20 in 
Pacific’s offices, by Sam Newman, 
president of Federal, who flew out 
to the Coast for the occasion. 


LeRoy’s Jewelers, called “America’s 
largest budget jewelry store,” has 
signed a lease to occupy quarters in 
the new Eastland Shopping Center, 
West Covina, Los Angeles. The store 
is scheduled for opening in the Fall 
of 1957. 

The Southern California Guild of the 
American Gem Society elected its 
officers for the 1956-57 season at a 
meeting held at the Los Angeles Ath- 
letic Club, October 16. Seen in the 


photograph are: outgoing president 
Ferdinand J. Soulanille (center) of 
Arnold’s Jewelry store, Pasadena, wel- 
coming the new president, Robert J. 
Martin, of the J. Herbert Hall Co., 
Pasadena (left), and new vice presi- 
dent and program chairman Bain M. 
Alexander, of Van Deusen’s Jewelry, 
Santa Ana. Also elected were George 


R. Finley, of Finley’s Jewelers, Comp- 
ton, secretary-treasurer, and George 
B. Curry, of Earl M. Wilkinson, Inc., 
Pomona, assistant program chairman. 
The Verdugo Hills Gem and Mineral 
Society held its regular monthly 
meeting October 25, at the McGroarty 
Recreation Center, Tujunga, Calif. 
The guest speaker for the evening was 
Raymond Younger, of Sunland, who 
delivered an interesting talk on 
geology. 
The merger of the California Gift 
Show and the former Western Jewelry 
and Silverware Show will become ef- 
fective January 20-25. Those are the 
dates of the 44th Market, to be held 
in Los Angeles, which will occupy 
space in the Ambassador and Biltmore 
hotels, the Merchandise Mart, the 
Brack Shops, and other locations. 
Thomas W. Hogan, of Flintridge 
China, is chairman of the Gift Show 
Committee. 
Congratulations to the new officers of 
the California RJA, who were elected 
during the association’s September 
convention. Julius Alberts, recently 
retired from active management of 
Albert’s Jewelers of Ventura, is the 
new president. Other officers include: 
John Machado, of Machado’s Jewelry, 
Los Banos, first vice president; Wal- 
lace Binford, of Berggren’s, Van Nuys, 
second vice president, and Herman 
Siegal, of Robbins Jewelers, Los An- 
geles, secretary-treasurer. Siegal will 
also continue to serve as executive 
secretary pro tem. 
Another bouquet, this time to the 
newly-elected officers of the Golden 
Nuggets. This group includes: Ed- 
ward L. Endman, of Pacific Jewelers 
Supply Co., Los Angeles, president; 
(Please turn.to page 137) 
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New England News 


(from page 124) 


Derby Jewelers, operated by Hermann 
Levy of Derby, Conn., opened a branch 
store in Milford, Conn., October 17. 
Martin Shapiro is the manager. 


Halon Jewelry Co., Inc., of Norwood 
and Marlboro, Mass., moved its Marl- 
boro branch to a new location and 
held a formal opening October 25. 
Jerry Hollis is the manager. 


Jack C. Sawyer of Sawyer’s Jewelry 
store, Laconia, N. H., has installed 
a new room designed expressly to ex- 
hibit an assortment of gift items for 
men. It is known as the Esquire room. 


Barkeo Gulezian, jeweler, has opened 
a new store in Lynfield Center, Mass. 


A new jewelry store known as Ray 
Jewelers has been opened in Webster, 
Mass., by Ralph Raphael. 


Kay Jewelry Stores, Inc., opened a 
new branch in Lawrence, Mass., No- 
vember 2. 


William Hyman, formerly with Kim- 
ball’s of Boston, held the formal open- 
ing of his new store in Fitchburg, 
Mass., on October 25. The store is 
known as H. Williams, Ine. 


David S. Alberts, son of Samuel Al- 
of I. Alberts’ Sons, Jewelers 
Building, Boston, served as chairman 


berts 





Have You Answered JC-K’s 
Questionnaire 
Yet? 


JEWELERS’ CIRCULAR- 
KEYSTONE has sent a ques- 
tionnaire to the nation’s retail 
jewelers. The questionnaire is 
designed to give JC-K informa- 
tion which the government did 
not get in its 1954 Business 
Census (see page 116, this 
issue). 

Please be sure to return your 
questionnaire, with all the in- 
formation requested, as soon as 
possible. This information will 
help JC-K to present the indus- 
try with vital data that is 
otherwise not available. You 
will benefit! 

If you have not received your 
questionnaire, or have mis- 
placed it, be sure to write to us 
for another copy IMMEDI- 
ATELY. 
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of the Young Adults division of the 
Combined Jewish Appeal in Boston 
this fall. 


Rogers Jewelry Stores opened a new 
branch in Suncook, N. H., on October 
19. Herbert Helmich, formerly a 
watchmaker in the firm’s Concord 
store, is manager. 


Gainsboro of Boston, wholesale jewel- 
ers of Brookline, Mass., has expanded, 
and Alfred Feneno has been named 
sales manager. 


“Bud” Laurie, son of Murray Laurie, 
of Murray’s Jewelry, Quincy, Mass., 
is now out of the U. S. Marines and 
is associated with his father in the 
store. 


Henry Beaudoin, associated for the 
past 14 years with Sharfman’s Jew- 
elry store, Worcester, Mass., as watch- 
maker, has opened a store of his own 
in Spencer, Mass., known as Beaudoin 


Jewelers. 


Harry Dalzell, formerly with the M. 
S. Page Co. and the firm of Sanger 
& Co., has joined the sales staff of 
the Alfred F. DeScenza Co., Boston. 


Louis Maciarelli, jeweler of Marlboro, 
Mass., moved on October 15 to a 
new and larger store at 173 Main 
Street in that city. 


Karelis Jewelers, Haverhill, Mass., 
opened a new store in Lawrence, 
Mass., in mid-November. 


Irving H. Dinner, of Wright Jewelry 
Co., Hudson, Mass., was installed as 
Master of the Doric Lodge of Masons 
in Hudson, November 3. 


Roger Brassard, of Brassard’s Jewelry 
store, Manchester, N. H., was elected 
to the Governor’s Council of New 
Hampshire, November 6. 


Ernest W. Taylor, 90 years of age, 
one of the oldest watchmakers in the 
country, still actively engaged at his 
work in Waltham, Mass., was honored 
by the Waltham Chamber of Com- 
merce on November 13. 


The Tilden-Thurber Corp., of Provi- 
dence, is celebrating its 100th anni- 
versary this year. At its inception 
in 1856, the firm was known as Gor- 
ham Co. and Brown. Gorham Thurber, 
orandfather of the present president 
of the company, was listed as one of 
the officers. 


Employees of the Poole Silver Co., 
Taunton, Mass., were the first to top 
their quota in the recent fund-raising 
campaign of the Community Chest in 
Taunton. The amount pledged was 
the largest ever raised for the annual 
drive by the firm’s employees. 
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Selling Committees creates 
profitable “Group Business’'! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 
GAVEL BROCHURE 
Helps make Sales 








FREE — OPEN 
Dn & «sued 
Items at 50% Disc. 


FREE — WALNUT 
DISPLAY ny 
Items at 50% Disc. 
BECOME ‘GAVEL 
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increase your volume 
WRITE TODAY! 

















JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 56) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 
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United Jewelry Show Booms 


Providence. R. 1.—A highly success- 
ful United Jewelry Show was held at 
the Sheraton-Biltmore Hotel in Provi- 
dence, November 11 through 20. 

Jewelry wholesalers from all parts 
of the country converged on this city, 
setting attendance records for the 
United show, doing a great deal of 
buying and creating an active, fes- 
tive atmosphere. 

Some 300 lines of jewelry were 
shown in private rooms on five floors 
of the hotel, according to Charles C. 
Bulkley, executive director of the 
United Jewelry Show, an organiza- 
tion created two years ago to coor- 
dinate the semi-annual jewelry shows 
held under the auspices of the Man- 
ufacturing Jewelers and Silversmiths 
of America and the Manufacturing 
Jewelers Sales Association, Inc. 

Among the outstanding features of 
this November’s show were daily 
breakfasts which were provided for 
the wholesalers in the Garden Room of 
the hotel, and the distribution of spe- 
cial attendance awards, including a 
$1500 mink stole. 


ee 


Manufacturing Jewelers Sales 
Assoc. Holds Annual Banquet 


Providence, R. I.—The annual din- 
ner-dance of the Manufacturing Jew- 
elers Sales Association, Inc., was held 
in the ballroom of the Sheraton-Bilt- 
more Hotel here, November 10. 

The program, most elaborate in 
the association’s history, included 
professional entertainment and a 
full-scale fashion show. Joseph Lavan, 
association president, welcomed the 
350 members and guests and acted 
as toastmaster for the evening’s fes- 
tivities. 

Cooperating in presenting the fash- 
ion show were three Providence es- 
tablishments: Betty Rand, Inc.; Hill- 
house Ltd., and William H. Harris, 
Inc. Miss Nancy Byers, of the staff 
of WJAR-TV, Providence, was com- 
mentator for the program. 

The committee making the ar- 
rangements for this gala affair con- 
sisted of: Everett Zola, Jack Fleisig, 
Frank Brown, Louis Sorrentino and 
W. D. Lupo. 


ee 


WMDAA Board to Meetin N.Y. 


Washington, D. C.—The Board of 
Directors of the Watch Material Dis- 
tributors Association of America will 
hold its semi-annual session on Janu- 
ary 11 and 12. The meeting will take 
place at the Barbizon-Plaza Hotel in 
New York City. 

The announcement came from 
Stanley G. House, executive director 
of the association, and was issued 
from the association’s headquarters 
here in Washington. 
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Mid-West News 


(from page 128) 


The Watchmakers Association of In- 
diana has elected Leonard C. Winchell, 
of Crawfordsville, president of the or- 
ganization. William S. Van Patten, 
Sr., was elected vice president for the 
coming year. William C. Henry, Jr., 
retiring president, became a member 
of the board of directors. 

Wilbur H. Guell, a watchmaker in 
Fond du Lac, Wisconsin, has pur- 
chased Wenzlaff Music & Jewelry, Inc., 
and will operate it from now on as 
W. H. Guell, Jeweler. Guell has been 
employed as a watchmaker in Fond 
du Lac for the past 13 years. 

The Plumb Jewelry Store, Des Moines, 
Iowa, has purchased the Frank T. Tal- 


bert Jewelry store, in Ames, lowa. 
Talbert, who has run the store for 
19 years, recently retired due to ill 
health. The name of the Ames store 
has been changed to Plumb Jewelry, 
and Charles W. (Bill) Reese has been 
appointed manager. 

Weisfield’s, Inc., opened the latest in 
its chain of 26 jewelry stores in early 
October in Lewiston, Idaho. Extensive 
remodeling of the building had been 
underway for weeks prior to the open- 
ing. A staff of 12 is employed in the 
new store, including the manager, 
Michael Alesko. 


Bob Cline, owner of Bob Cline Jewelry 
in La Crosse, Minnesota, recently pur- 
chased the J. A. Cichanowski jewelry 
store in Winona, Minn. The transac- 
tion did not involve any inventory. 
The new store will be known as Beb 
Cline Jewelry. 





Missouri RJA Holds Election 
At Golden Anniversary Fete 
Jefferson City, Mo.— The Retail 


Jewelers Association of Missouri re- 
cently held its golden anniversary 
convention, in conjunction with the 
Missouri Wholesale Jewelers, at the 
Hotel Governor. 


At the business session, George H. 
Stahl, of the Pilcher Jewelry Co., was 
re-elected president of the RJA, while 
Kem Middleton, of St. Louis, was 
elected president of the wholesale 
group. 

Also re-elected at the Missouri RJA 
convention were: Clinton Holt, of 
Jefferson City, secretary and trea- 
surer; Clarence Kemper, of Clinton, 
Q. R. Johnson, of Louisiana, and G. 
L. ‘Christopher, of Rolla, vice presi- 
dents. 


New York News 
(from page 122) 


the newly redecorated British Colonial 
Hotel in Nassau, Bahamas. 


Nat Asch, formerly a jewelry buyer 
for Ludwig Baumann Spears, is now 
located at the National Jewelers Ex- 
change, 4 West 47th Street, in booths 
61-62. 


Georg Jensen, Inc., 667 Fifth Avenue, 
completed its two-year expansion pro- 
gram on October 16, when it formally 
opened its remodeled first floor. Part 
of the new main floor display will be 
a collection of silver designs by Count 
Sigvard Bernadotte, son of King 
Gustaf Adolph VI of Sweden. 
Seamann Schepps, jeweler, who has 
been located at 399 Madison Avenue 
for the past 25 years, will move to 
485 Park Avenue shortly. 

Star Jewelry Co., 307 Fifth Avenue, 
will move its offices and showrooms 
to 411 Fifth Avenue after the first 
of the year. 


Philadelphia News 


(from page 125) 


Oscar Kind, Jr., president of S. Kind 
& Sons, Inc., has been named to serve 
on the Retail Advisory Board of the 
Official Valentine’s Day Council. Kind 
will aid the Council’s executive staff 
in setting up the Valentine promo- 
tion in the retail jewelry field. This is 
being done to help retail jewelers 
capitalize on the national promotion 
job which will be done by the Valen- 
tine Council. Kind stated that he 
thinks this Valentine promotion “pro- 
vides jewelers with the logical ex- 
tension of their successful ‘Operation 
Cherub.’ ” 


Nat Stern, manager of the Tappin’s 
jewelry store at 1039 Chestnut Street, 
told JC-K about a customer survey 
which the Tappin’s chain is carrying 
out in the 13 stores comprising the 
firm. Each customer is asked to fill 
out a card indicating a preference for 
white or yellow gold rings; fishtail, 
channel or solitaire diamonds, and a 
matched-ring combination or a single 
ring. The survey is being conducted in 
conjunction with the preparation of 
Tappin’s new 1957 Spring line of 
diamond rings. 


Rose Margolis, owner of the Exclusive 
Novelties jewelry shop at 900 Chest- 
nut Street, announced that Henrietta 
Frank, formerly of Miami Beach, 
Florida, recently joined her staff as 
her assistant. Miss Frank managed 
Amy’s Jewelry store in Miami Beach 
for 7 years prior to coming to Phila- 
delphia. Miss Margolis is celebrating 
her 22nd year in business on Chestnut 
Street. She opened in 1934 as a custom 
millinery shop, with just one case of 
costume jewelry and trimmings. The 
jewelry proved so successful that she 
gave up the millinery line some years 
ago and has concentrated strictly on 
jewelry, carrying a full line of name- 
brand merchandise. 
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West Coast News 
(from page 134) 


Jesse Linzer, of Van Craeynest & 
Linzer, Inc., San Francisco, first vice 
president; Jack Spiro, of A. Cohen & 
Sons, Los Angeles, second vice presi- 
dent; Ralph P. Gomez, of Gomez Man- 
ufacturing Co., San Francisco, third 
vice president; Harry Winning, of 
Van Craeynest & Linzer, secretary- 
treasurer; Al Micheli, of S. H. Friend, 
San Francisco, first assistant secre- 
tary-treasurer, and Paul Branyen, of 
E. W. Reynolds Co., Los Angeles, 
second assistant secretary-treasurer. 


Good news has been received about 
the excellent recovery being made by 
Liston Edwards, Los Angeles division 
salesman for the E. W. Reynolds Co. 
Edwards was injured when he was in- 
volved in an auto accident in late 
September. 


Oscar Wahner, 50, Los Angeles 

wholesale jeweler, died November 10. 
He had been hospitalized since No- 
vember 6, when he had been severely 
burned as a result of a gas explosion 
in his apartment. Wahner had been 
asleep when the explosion occurred. 
He is survived by his widow, Sarah; 
his parents, two sons, a daughter and 
two sisters. 
Walter Allison and William T. Brink 
recently purchased the jewelry store 
at 10428 National Blvd., Los Angeles, 
owned by Samuel B. Francis. 


Lynn Jewelers, Santa Barbara, Calif., 
was recently purchased by Jerry N. 
Harwin. The store will now be oper- 
ated under the name of Harwin Jew- 
elers. Mr. Harwin’s other store in 
Santa Barbara, at 912 State Street, 
will now be known as the Jewel Box. 
Mr. and Mrs. D. E. Anthony have 
opened a new store, Anthony Jewel- 
ers, in Long Beach. 

Lewis Jewelry, a new store, was re- 
cently opened at 161 E. Compton 
Blvd., Compton, Calif. 

Pacific Jewelers Supply Co., Los An- 
geles, has announced the appointment 
of Joe Arthur as sales representative 
for the territory as far east as New 
Mexico. Arthur will also represent 
Nordman & Aurich, of San Francisco, 
in southern Oregon. 

Metro Creative Jewelers, manufactur- 
ers of California Ring Products, re- 
cently moved into new and larger 
quarters at 512 S. Broadway Bldg., 
Los Angeles. 

Western Gold & Platinum Co. has 
moved to new quarters at 525 Harbor 
Blvd., Belmont, Calif. The move 
triples the firm’s plant facilities. 


The Gomez Manufacturing Co., dia- 
mond importers and manufacturing 
jewelers cf San Francisco, has named 
Kevin O’Shea office manager. 

The Paper Mate Manufacturing Co. 
has announced plans for a new $1,- 
500,000 plant in Santa Monica, Calif. 
The plant will consolidate the firm’s 
manufacturing and office facilities. 
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COMING 
EVENTS 
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5—Chicago Jewelers Association, 
annual banquet, Conrad Hilton Hotel, 
Chicago, Ill. 

6-9—Miami Beach Gift, Jewelry, 
Stationery, Toys and Home Acces- 
sories Show, Roney Plaza Hotel, 
Miami Beach, Fla. 

8-15—Keystone China and Glass 
Show, Fort Pitt Hotel, Pittsburgh, 
Pa. 

8-15—Carlton House Show, Carlton 
House, Pittsburgh, Pa. 

9-16—Pittsburgh Glass and Pottery 
Exhibit, Penn-Sheraton Hotel (form- 
erly William Penn Hotel), Pittsburgh, 
Pa. 

12—-24 Karat Club of New York, 
annual banquet, Waldorf - Astoria 
Hotel, New York City. 

20-23—-Southeastern China, Glass 
and Gift Show, Municipal Auditorium 
and Biltmore Hotel, Atlanta, Ga. 

20-25—California Gift Show, Alex- 
ander Hotel, Biltmore Hotel, Brack 
Shops and Merchandise Mart, Los 
Angeles, California. 

20-25—New York Lamp Show, 
Hotel New Yorker and New York 
Trade Show Building, New York 
City. 

27-30 — Washington Gift Show, 
Hotel Willard, Washington, D. C. 

27-31—Parker House January Gift 
Show, Parker House, Boston, Mass. 
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2—Jewelers Club of Boston, annual 
banquet, Hotel Statler, Boston, Mass. 

3-14—Chicago Gift Show, Palmer 
House and La Salle Hotel, Chicago, 
Ill. 

10-11—Minnesota RJA, annual con- 
vention, Nicollet Hotel, Minneapolis, 
Minn. 

10-11 — llth Annual Northwest 
Jewelry Trade Show, Nicollet Hotel, 
Minneapolis, Minn. 

10-12—Mid-South Gift and Jewelry 
Show, Peabody Hotel, Memphis, Tenn. 

17-19—-Detroit Jewelry Show 
(Spring), Hotel Statler, Detroit, 
Mich. 

17-22 — Allied Gift and Jewelry 

Show, Hotel Adolphus, Dallas, Tex. 





24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, O. 

24-March 1—New York Gift Show, 
Hotel New Yorker and New York 
Trade Show Building, New York City. 
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3-6 — Denver Gift and Jewelry 
Show, Hotel Albany, Denver, Colo. 

3-7—Detroit Gift Show, Hotels 
Statler and Sheraton-Cadillac, De- 
troit, Mich. 

4-8—Boston Gift Show, Hotel Stat- 
ler, Boston, Mass. 

17-19—Washington Retail Jewelers 
Association, annual convention, Olym- 
pic Hotel, Seattle, Washington. 

17-20 — Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

17-20 — Philadelphia Gift Show, 
Benjamin Franklin Hotel, Philadel- 
phia, Pa. 

17-20—Northwest Gift, Stationery 
and Housewares Show, Radisson 
Hotel, Minneapolis, Minn. 

31-April 2—Georgia-South Caro- 
lina Retail Jewelers Associations, 
joint annual convention, Hotel Dink- 
ler-Plaza, Atlanta, Ga. 





July 28-August 1—Retail Jewelers 
Market in Chicago (formerly Na- 
tional Jewelers Association Annual 
Convention and Trade Fair), Conrad 
Hilton Hotel, Chicago, III. 


August 11-15—Retail Jewelers 
Market in New York (formerly 
American National Retail Jewelers 
Association Annual Convention and 
Trade Show), Waldorf-Astoria Hotel, 
New York City. 





Government Flood Insurance 
To be Made Available Shortly 


Washington, D. C.—Businessmen 
hoping to reduce the risk of severe 
financial losses from floods or high 
Lides should be able to get assis- 
tance from the government sometime 
around the end of this month or 
shortly after the turn of the year. 

I'rank J. Meistrell, head of the new 
flood indemnity branch of the Hous- 
ing and Home Finance Agency, which 
is administering the flood insurance 
program approved by Congress last 
spring, says his agency is still work- 
ing on the rates to be charged, com- 
missions to be paid, and the cost es- 
timates of the program. 

Under the program, up to $5 billion 
in insurance can be sold to business 
firms and homeowners. Maximum cov- 
erage for a business policy is $250,000 
and $10,000 for a home. The policies 
will be issued, the premiums collected. 
and claims paid, through commercial 
insurance firms. 

The government will pay up to 40 
per cent of the premiums on this 
insurance, with the buyer paying the 
rest. 
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In the second installment of his series on the 
automatic watch with roller bearings, Mr. Fried 
discussed its operation in detail. He concludes the 
series with this installment on the manual wind- 
ing of the watch, and the dismantling, lubrication 
and reassembly of the automatic device. 


by Henry B. Fried 
JC-K Horological Consultant 





THE AUTOMATIC WATCH WITH ROLLER BEARINGS 


e Figure 8 shows the sequence when the watch 
is manually wound. In this figure, the winding 
crown is turned in the direction of the arrow 
and the crown wheel is engaged only with the 
lower ratchet B causing it to turn in the clock- 
wise direction. 

Since its round hole rides freely on the barrel 
arbor shoulder, it merely pushes aside the click 
H without turning the barrel arbor or winding 
the mainspring. However as it continues to turn 
in this direction, one of its peripheral pins F 
comes against the back edge of the detent spring 
C in the upper ratchet. This causes the detent C 
to move backwards slightly until it contacts its 
banking pin D and then the upper ratchet is 
carried along by the lower ratchet. 

When the upper ratchet is turned this way, 
the mainspring is wound. During this action, the 
upper ratchet turns the intermediate wheel G 
in the counterclockwise direction and its pointed 
teeth ride past the beaks of both the pawl and 
click. 

Figure 9 shows a photo of the movement and 
the self winding mechanism in exploded pro- 
jection. This should make it easier to relate each 
part to previous illustrations. This will also be 
used to illustrate the method of servicing this 
movement. 


To Dismantle the Automatic Device: 


1—To remove the oscillating weight, insert 
the points of a pair of tweezers into one of 
the two holes in the bolt locking spring 73, 
figure 9. Lift this up and push it sideways so 
the off-center hole of the bolt spring is free of 
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the neck of the oscillating weight axle. This will 
loosen the bolt spring and it then can be removed. 

Next turn the movement over, dial side up- 
wards and the oscillating weight will fall off. 

2—Release the main spring. This is done by 
lifting up the clickspring 71A from the pawl of 
66. This releases both pawl 66 and click 71. After 
this the click of the basic movement may be moved 
back and then release the mainspring slowly by 
breaking the winding crown with the fingers. 

o—Release the lever spring 67 from the lever 
66. 

4__T’o remove the lever bridge 62 and the lever 
66, remove the screw 79. The bridge 62 may then 
be lifted off and this will permit the lever 66 to 
be lifted out. To remove the automatic wheel 70, 
loosen screw 80 which will permit the removal 
of bridge 61 and after this the wheel 70 may 
also be lifted out. 

5—The oscillating weight axle base 72 can be 
removed by removing the three screws 76. 

6—To separate the roller 69 from the lever 66, 
loosen the screw underneath the lever plate 68. 

Do not attempt to dismantle any part of the 
roller bearing unit—or in short, do not dismantle 
any part of the self winding mechanism not 
shown separately in figure 9. 


TO Assemble the Automatic Device: LUBRI- 
CATION: 


1—Place the roller 69 on the lever 66 and re- 
place the lever plate 68. Make certain that the 
plate is secure and that the roller turns freely. 
Lubricate both pivots with regular watch oil. 

2—-Secure the bridge 60 for the automatic de- 
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Figure 8 
“When the watch is wound manually, the crown wheel, engaged with 
the lower and smaller ratchet B moves clockwise and with it its 
peripheral pin F. This comes into contact with the back of the upper 
ratchet spring C and pushes this backwards until this spring makes 
contact with its own banking pin D. As it continues, both the lower 
and upper ratchets are carried along. The upper ratchet only is con- 
nected to the pinion of wheel G and this causes both the arresting click 








and pawl to be pushed back by the forward moving wheel G.” 


vice to the movement with the screws A, B, C. 
8. Secure the oscillating weight axle base plate 
72 to the automatic device bridge 60, using the 
three screws 76. Make certain these are secure. 
4—Place some clock oil on the lower pivot of 
the automatic wheel 70 and put this in its place 
on bridge C with its pinion bottom down. Next 
assemble the stop click 71 to the bridge C. 
5—Fit the automatic wheel bridge 61 in place 
and place the screw 80 into the hole in the bridge 


FOR DECEMBER, 1956 





in which it is already shown in figure 9. Tighten 
this screw but make certain that this wheel is 
free and that its arresting click 71 is free as 
well. 

6—Oil the upper pivot of the automatic wheel 
70 with clock oil and very lightly rub some oil 
on the ratchet teeth of this wheel. 

7—Place a little bit of watch oil on the lower 
pivot post 66A of the lever 66 and place this 
through the top of bridge 61. 
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8—Replace bridge 62 and secure this with screw 
79. Make certain that the lever 66 is free and has 
the proper endshake. Lubricate the top pivot of 
the lever 66 with watch oil. Next fasten the 
lever arm spring 67 to the bridge 60 with the 
two screws 78. Hook the end of this spring into 
its groove of the arm of lever 66. 

9—Engage the clickspring 71A with the groove 
in the pawl of the lever arm 66. Test the click 
and pawl to see whether they engage the wheel 
70 with the proper tension. 

10—Before assembling the oscillating weight to 
the movement, place some clock oil at the base 
of the oscillating weight axle and around the 
axle itself. Also place some watch oil in the 
groove-neck of the axle. 

11—To mount the oscillating weight to the axle, 
move away the lever arm 66 and place the oscil- 
lating weight on its post. See that the weight 
swings freely and that the lever arm and roller 
contact the cam underneath the oscillating weight 
center. 

12—-To secure the oscillating weight to the 
movement, fasten the bolt spring 73 in the fol- 
lowing manner. Place one end of the bolt spring in 
the hole nearest the edge of the oscillating weight. 
The oscillating weight axle should be made to go 
through the center hole of the bolt spring. Press 
on the top of the bolt spring and at the same 
time push it sideways so that the center hole 
will slip into the neck of the bolt spring. This 
will then permit the opposite end of the bolt 
spring to fit into the hole nearest the back end 
of the oscillating weight. 

Again, check the freedom of the oscillating 
weight, roller, lever, pushing-pawl and arresting 
click. Check the freedom of the automatic wheel 
and its engagement with the upper ratchet wheel. 
Do not oil the roller pins. 

13—No special instructions are needed for as- 
sembling the double ratchet except that before 
placing the upper rachet over the lower one, place 
clock oil at the junction of the round hole in the 
lower ratchet with the shoulder of the barrel 
arbor. Before placing the upper ratchet in place, 
place some clock oil on the inclined edge of the 
detent spring C, figure 8 and a light smear of oil 
on top of the boss E, figure 6. Test the operation 
of the upper and lower ratchets. 

14—-This self-winding watch uses a mainspring 
with a slipping bridle. Factory specifications for 
the mainspring replacement are—width 1.35, 
thickness .095 and length 300 (all millimeters). 
In Dennison gauge this would measure 414x1114 
x 12 inches long. The bridle specifications are 
width 1.30; thickness .155 and length 31 (all 
millimeters). In inches this would be 4x634x114 
inches long. 
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Figure 9 ... Actual size 
“Exploded view of the movement and self winding assembly. Refer 
to this illustration for instructions on dismantling assembly and 


oiling.”’ 





Next month Mr. Fried will discuss the Gyro- 
matic, an automatic watch that incorporates 
a new type of winding mechanism utilizing 


even the slightest movement of the wrist. 
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, | All indices point to a big year ahead (for those who go 
after business). To the watchmaker, that means the use of 
equipment that enables him to do more and better work in 
less time. Of course that includes a watch-rating machine 
“~ and... for the utmost in operating advantages, for long 
life and low-cost maintenance there is only one answer. . . 


the WatchMaster. 




















The NEW 


Elimag 


The NEW 
\ W atchMaster 


Gear shift provides straight-line, 
on-time records tor odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watches 
on customers’ wrists. Hairspring 
vibrator is a part of watchholder. 
Earphones included. Other features. 


Lay watch (or parts) on recessed 
panel. Press button. Complete 
elimination of magnetic effects in 
1/10 second guaranteed. 15 times 
the strength of ordinary demag- 
netizers. Size, 6%" x 5!/4"x3". Plug 
into any commercial light socket. 
To save time when ordering, use 
the coupon below. 


More WatchMasters have been sold and are being sold than all 
other watch-timing machines in the World combined. There 
must be a reason ... There is! IT’S THE BEST! 








WATCH-RATE RECORDERS 

















. 
$ American Time Products, Inc. . 
* 580 Fifth Avenue, . 
* New York 36, N. Y. ° 
: Gentlemen: ae ; 
: C) Please arrange Watchmaster - 
; demonstration at my bench. ; 
° No obligation of course. Store : 
a7 . 
; Please consider this as our order : 
> for one Elimag. : 
 ) . 
* C) Check in full enclosed ($24.75) Address : 
: C} Bill us $24.75 plus postage. . 
: State taxes (if any) extra : 
7 Above prices U.S. A. only City, State - 
‘ 
SP SSP Sena eereerea ee eee eeeaneaneeaeceeceeeer «es ** * 8 #*@e@ @ee@ee ee eeeeaee J 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


QUESTION: I happened to 
find in the collection of books of 
my uncle the “Reader’s Digest” 
of October 1952, in which I found 
a very interesting article writ- 
ten by you regarding watches. 

It is a long time since the issue 
of the “Reader’s,” and I wonder 
if you are still at the same place 
and that this letter would reach 
you correctly. 

As I am myself very “accu- 
rate” in the correct time, so I 
made a personal study of this 
kind of craftsmanship. You will 
wonder if I start telling you that 
since the late 10 years I had 
around my wrist many kinds of 
watches, the price of which vary 
between $50 and $100. I think 
the price level would not be a 
guarantee of the brilliancy of 
the watch, and perhaps the 
names (brands) of the watches 
will mean more acceptable for 
your judgment. 
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I had an “Omega,” ‘“Felda,”’ 
“Rubina,” “Rodana,” “Tissot,” 
“Doxa” and also a “Rolex” but 
it appears to me that none ot 
these satisfied, because, my idea 
is if you have a watch, this time 
piece must show the correct 
time, is it not? Now then, the 
watches vary in accuracy accord- 
ing to the regions I visit. For ex- 
ample, if I am in Surabaya the 
watch I use runs quicker a few 
seconds (2—two!) than when I 
am in Djakarta (distance be- 
tween these two places is about 
500 miles). 

The “Rolex” is praised by its 
reputation, but even this watch 
does not run in accordance with 
the correct time as given by the 
.. . B.B.C. I do not want to in- 
fringe the good name of “‘Rolex,”’ 
but one thing I cannot under- 
stand, that even the “Rolex” 
does not always match with the 
B.B.C.—fut-fut. 


If I read your article I must 
take it that if a watch runs too 
slow or too quick a day (must I 
accept that B.B.C. or Australian 
Broadcasting Association’s gives 
the correct time?) say: 5 second, 
this kind of watch can be ranged 
amongst very good watches. The 
“Rolex” and the “Doxa” differ + 
10 second a day. Please give your 
opinion on these points, and in- 
form me that brand of watch is, 
according to your judgment, the 
best. The “Vulcain,” which I have 
not yet possessed until so far. 

Thanking you in anticipation 
of your response. Mrs. M. D. 
Wessels Beljaars, Djakarta, In- 
donesia. 


ANSWER: Your interesting 
letter reached my address while 
I was away on my summer vaca- 
tion and so pardon me for delay- 
ing your answer. 


It is indeed refreshing to hear 
from a member of the female sex 
who is as fastidious of the time 
as you are. However, I believe 
that you may be too exacting 
from your timepieces. Most of 
the names you have mentioned 


are very good watches and ¢ca- 
pable of keeping very good time. 
When you wear a wrist watch 
and obtain time within 10 sec- 
onds daily you are receiving very 
good returns horologically. 

Some watches like Rolex, 
Omega, Vacheron, Patek- 
Philippe obtain observatory rat- 
ings as chronometers. These are 
extremely adjusted so that they 
receive the certificates of “‘chron- 
ometer” from the various ob- 
servatories in Switzerland. Now, 
these watches time within a very 
few seconds a day, say two or 
three seconds, a day, which any- 
one will consider very good. 
However, when they are worn on 
the wrist, many things happen to 
them which may mitigate 
against “perfect” timekeeping. 
Every jar and_ disturbance, 
change in climatic and tempera- 
ture will have some effect, mi- 
nute as it may be, ona watch. All 
these little jars, shocks, tempera- 
ture and altitude changes add up 
to steal seconds away from its 
built-in precise timekeeping. So 
that if at the end of a day, you 
find your watch to be a few sec- 
onds off, you should still count 
yourself fortunate. 


Now, it is possible to have your 
jeweler adjust your watch so 
that all these little shocks, jars 
and other disturbances are com- 
pensated for. He does it this 
way: Suppose that after wearing 
your watch for quite a while and 
making a daily record of its be- 
havior, you find that it constant- 
ly loses (or gains 10 seconds a 
day). The loss is consistent with 
daily wear—or the gain is con- 
sistent with daily wear. Then he 
regulates the watch to gain a few 
seconds if it is NOT worn so that 
while wearing it, these few sec- 
ands are lost with the wearing, 
jars, ete., and at the end of the 
day, you have a timepiece that 
shows exact time or very close 
to it. 


B.B.C. can be relied upon, 
they have very precise quartz 
crystal electronic clocks which 
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Write us NOW to learn how you can have your own ‘‘factory in Japan’'! As experienced makers 
of novelty watch-bands, bracelets and other items which are being sold around the world, we 
can undertake work to your own specifications on an exclusive basis. 


— QQne « te te 


59, 3-chome, Okachimachi, Daito-ku, Tokyo 
Cable Address: “BEARBAND TOKYO" 
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keep time within parts of one 
second in a year. However, ships 
that require very exact time for 
navigation do not carry wrist 
watches or even pocket watches 
(which are more accurate) but 
rather keep on board three or 
more Marine Chronometers 
which are cased so that they are 
free from shocks and even the 
ships’ rocking does not alter 
their hammock-like suspensions. 
I would say, that you are doing 
well with the timepiece that 
gives you a watch within ten sec- 
onds a day. If you desire closer 
timekeeping, I would suggest a 
Marine Chronometer. However, 
try my suggestion of having 
your jeweler regulate your best 
watch to your wearing habits. 
If you wear one that is very well 
sealed for waterproofing, the at- 
mospheric changes should not 
affect it too much. However, ex- 
pect some minor variations in the 
timekeeping due to temperature 
changes. I might add that time- 
pieces especially pendulum clocks 
will vary if their location is al- 
tered in regard to the latitude or 
altitude. Balance wheel time- 
pieces with compensations 
should not be affected as much. 


QUESTION: I have read with 
interest your articles for years 
and trust that Iam a better 
watchmaker for having found 
good ideas among them. 

Now I should like to have you 
give me some information on a 
problem that has plagued me 


from time to time, and one which — 


I cannot remember ever read- 
ing anything about, although all 
watchmakers I talk to run across 
it. 

This problem has to do with 
sticky hairsprings, the ones 
where the coils stick together 
causing the watch to gain or 
keep erratic time. The most of 
these I blame on the oil seeping 
out of the upper balance jewel 
and then spreading out onto the 
coils of the hairspring. Wher- 
ever the stickiness comes from 
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it causes meconsiderable trouble. 

I am sure that I use the best 
and approved methods of clean- 
ing watches, the best oils (Ham- 
ilton and Elgin) and still they 
come back. 

I can think of one 14/0 Ham- 
ilton that has been back three 
times since overhauling in as 
many months. This sort of thing 
is most embarrassing and the 
reason for this letter. 

I use Troop- Ballas One-dip 
Hairspring Cleaner on the sticky 
ones, then dry them in sawdust, 
take off the dome and wash both 
it and the balance cock in alco- 
hol, re-oil the jewel and reassem- 
ble. 

Any information on a change 
of methods or chemicals will be 
appreciated. B. P. Moyer, State 
College, Pa. 


ANSWER: The business of 
sticky hairsprings has always 
been a headache with watch- 
makers. However, practically all 
these hairsprings can be made 
clean and as good as new by fol- 
lowing certain principles in clean- 
ing them as well as the oiling 
process. 

If a hairspring remains sticky 
even after being put through 
the ordinary cleansers, try clear, 
clean alcohol and dabbing at the 
spring while it rests on a clean 
piece of tissue or pith, using a 
soft, clean brush. The “one-dips’”’ 
do fairly well but in severe cases, 
the brushing should also be re- 
sorted to. 

i feel that your oily hair- 
springs do not get their oiliness 
from the balance bridge jewel at 
all. Iam of the opinion that it 
gets the oil from the third pinion 
pivot jewel. That seems strange 
but now follow this and it is from 
experience not alone theory or 
logic. If the third wheel pivot 
is over-oiled, it soon overflows 
onto the third wheel pinion. 
Since the center wheel runs into 
this pinion, it takes off some of 
the oil as it goes around. Soon, 
the watch receives a jar and the 


hairspring slaps momentarily 
against the center wheel and 
there the oil does its damage. 
If you will examine the center 
wheels of all those watches you 
will almost surely find that they 
have a film of oil. 

On the 14/0 Hamilton as with 
as many other such watches, 
the overcoil comes in very close 
under the center wheel and any 
oil on the center wheel will 
surely transfer to the hairspring. 
I would suggest that you oil your 
watches very moderately. 

I am certainly happy to hear 
that we have been of some ser- 
vice and shall be as happy to help 
again and as often as is needed. 


QUESTION: Why is it when 
I order a staff for a wristwatch 
and I do give the genuine calibre 
number, I get staffs that are 
either too high or too short or 
else the roller does not fit? Am 
I doing something wrong or are 
all the material men ignorant or 
not in agreement? Am I certain 
that Iam getting genuine mate- 
rials? J. W., Brockton, Mass. 


ANSWER: Genuine Ebauches 
S. A. material comes in sealed 
tins and if you specify genuine 
materials you will get it. Some 
watchmakers, let us say, ask for 
a staff for a Benrus AY model. 
Unless he asks for a genuine 
Benrus staff he might get either 
of two models of staffs for an 
Eta 980. The staff might be a 
genuine Eta 980 but it may not 
fit the Benrus AY model. Also, 
most watches today have shock- 
proofing devices. These then re- 
quire a special staff for each of 
the different devices used. For 
instance should you order an AS 
970 staff which is certainly one 
of the most popular models you 
might easily get one of four 
models of staffs since each of 
these might be for a different 
shockproofing device. 

Staffs for the Incabloc system 
of shockproofing have a small 


shoulder on them which is made 
PLEASE TURN TO PAGE 147 
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BOOK REVIEW 


THE HOROLOVAR 400-DAY CLOCK 
REPAIR GUIDE 


by Charles Terwilliger 





REPAIR GUIDE 





¢ There are probably more 400 day clocks sold in 
America than any other form of decorative time- 
piece. These torision pendulum clocks, imported 
from Germany, have found unusual favor in this 
country. Their beauty and graceful motion makes 
them unusually attractive to American buyers. 
The added fact that the clock escapement action is 
by nature very delicate has caused education 
on it to be very welcome. Mr. Terwilliger first 
realized the need for such education with this 








timepiece. After perfecting the Horolovar tem- 
perature compensating suspension spring which 
has to-day become standard, he launched on a 
project which called for the printing of a manual 
of detailed illustrated instructions. To this manual 
he added a catalog of back plates to help in identi- 
fying any clock. The watchmaker can thereby 
identify the clock and order the correct parts. 

Now Mr. Terwilliger, who knows more about 
these clocks than anyone in this country, has re- 
vised his manual completely, adding a larger 
listing of backplates and with each backplate 
(over 240) is the specification for the correct 
suspension spring, makers’ names and the im- 
porter’s name. From the thousands of questions 
he has received, he has collated them into an 
orderly question and answer section. The escape- 
ment section has been expanded. A trouble shoot- 
ing and escapement adjusting chart has been 
added. A further addition is the group of photo- 
graphs of odd torision pendulum clocks. 

The popularity of the previous manual has de- 
manded three separate printings. The new and 
enlarged edition has 128 pages, soft cover, 10x7 
inches and sells for $3.00. Can be had from your 
iobber or from the book department of this maga- 
zine. 

Henry B. Fried 














SPECTRANOME 


336 W. 13th St. ° 








LD PLATING 





PLATING CO., INC. 


N. Y.14,N.Y. ° 


With Spectranome, a new item with o 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


AL 5-8677 
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INSIST ON THE FINEST 


UNBREAKABLE MAINSPRINGS 


MARSHALLOY .. 
WATCH-CRAFT 


RUST-PROOF . . . NON-MAGNETIC 


C. & E. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILL. 
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Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers' Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 
make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 


There is a want-ad category for every need. 











EXCELLENT OPPORTUNITY 


SALESMEN (2) 


wanted by long established diamond ring 
manufacturer and importer for these two 
territories: 


(a) Texas, Oklahoma, Arkansas, Kansas 


(b) Oregon, Washington, Idaho, Wyoming, 
Montana 


We desire these qualifications: 
* men accustomed to high earnings 


¢ men with following in dia. rings 
¢ men who reside in the territories 


We offer: 
¢ Liberal drawing against top com- 
missions 


¢ Long established trade 


¢ Nationally known "Miracle" dia- 
mond rings 


REPLIES STRICTLY CONFIDENTIAL 


SHIMAN BROS. & COMPANY INC. 


Established 1896 
234 West 39th Street, New York 18, N. Y. 

















custom sizes watchbands quickly . . . easily. 
. You don’t lose sales because you don’t 
= have the correct size metal 
ee watchband in stock! 


SERRR, 









> Ee ete 
NO GUESSWORK! ~~ et Bae, $1595 
NO FILING! 4 Ie; 


NO SHEARING OR an 


At last . . . a band cutter that works! 
Dyna-Saw MEASURES THE EXACT TUBE 
LENGTH NEEDED ... INSTANTLY... 
AUTOMATICALLY. You can’t saw off too 
much or too little. Helps cut inventory— 
you can stock %4” width bands only, and 


size them quickly to an h. 
ay oye Dyna-Saw leaves 


Dyna-Saw is a fine tool made of pen- uniform 
trated case-hardened steel with nickel- Pry tangy 
plated accessories. The replaceable - yes: «fi 
precision-ground high-speed steel saw including 
cuts through stainless steel with ease. TOUGH 


STAINLESS STEEL. 


Write us or your material supply house for circular. 


HAMMEL, RIGLANDER & CO., INC. 


Sold only thru material supply houses. 





Box 100, Madison Square Sta., New York 10, N. Y 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the best 
school,” and the best jobs await Bowman 
graduates, 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Charles Ezra Bowman, 
Registrar 


John J. Bowman, 
Director 





Courses Approved for Korean and Other Veterans 
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WORKSHOP [from page 1!44) 


so that this shoulder fits in to its 
protective ‘“turtle-neck” of the 
Incabloc jewel setting. If the 
staff is for the Shock Resist 
system, the staff will have to be 
about .05mm higher than one 
without a shockproofing device. 
If the watch is outfitted with the 
Super-shock device, the staff is 
generally .10mm longer than 
those without shockproofing 
systems. Most material catalogs 
picture the various types of 
shockproofing devices and you 
may be able to recognize the 
type and order accordingly. 
Most material men are highly 
skilled and very efficient. They 
have a remarkable store of 
knowledge of the countless num- 
bers of movements and parts 
characteristics. However, they 
do need a clear picture of the 
part you want. When ordering, 
first make certain of the make 
by the trade mark symbol! or the 
maker’s name and _ reference 
number. When ordering cannon 
pinions, remember to gauge the 
height as these come in numer- 
ous (curved) dial heights. And 
of course, in your case, state the 
type of shockproofing device 
used. 


QUESTION: Why is it when 
I repair a self winding watch 
and then wind it up pretty far 
manually, I get all kinds of 
“chicken tracks’ when I time 
it on the watchtimer? I have 
another question on waterproof 
watches which don’t give me 
trouble on the waterproof part 
but they gain a lot of time after 
I wind them up and hang them 
on the rack for timing. If I put 
it on the timing machine, I get 
the same “chicken-tracks” I told 
you about in the self winding 
watches. These watches are of- 
ten new ones and are of a well 
known brand. Do you get any 
complaints on this type of 
trouble or am I the only one who 
has this trouble? F. W. J., Des 
Moines, Iowa. 
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ANSWER: I’m very familiar 
with your complaint and it isn't 
the fault of the watch. Both 
your questions are similar in 
that they have the same results 


... that is, re-banking. This 
means that the watches have 
their mainsprings wound up 
dead-tight and the balance has 
such an over-motion that the 
roller jewel strikes the outside 
of the fork horns. This causes 
the balance to bounce off vio- 
lently and aided by the wound- 
up hairspring, gallops back and 
forth causing the watch to gain 
very much. This continues until 
that portion of the mainspring 
becomes relaxed somewhat so 
that only the correct tension is 
supplied to the train. The timing 
machine will only record the 
roller jewel bouncing off the out- 
side of the fork and since this 
is erratic, you will get no reg- 
ular pattern. 

In the self winding watch, 
this is caused by the fact that 
the slip-spring (called the 
bridle), which is attached to the 
mainspring end is simply not 
slipping. This can be due to lack 
of lubrication or improper lubri- 
cation. It is a good idea to use 
heavy oil (clock) or a main- 
spring grease around the inside 
barrel wall so that the slipping 
will take place when the spring 
is adequately wound. Sometimes 
this bridle, when dry will ac- 
tually abrade the barrel wall 
causing it eventually to bind 
against the barrel wall. When 
the winding sequence demands 
that this bridle to clutch-slip. it 
does not until a verv strong 
force is supplied. In the mean- 
time, the train is over-powered 
and you get the condition you 
describe. 

In the case of your waterproof 
watches, this will take place 
more frequently with new 
waterproof, manually wound 
watches than with older ones 
and it happens in this way. You 
wind the watch fully before tim- 
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These crowns will fit 90% 
of the watches you repair. 
And what a fit! 
actly the right mm size, each 
has a perfect thread. The 
extra fine finish is buffed to 
high polish. Easy to find, 1 


to a bottle with detailed 
chart. 72 yellow, 36 white, 
36 rose. Youll save time 
working with these finer 
crowns and increase cus- 


tomer 


Crown System No. 25—$25.75. 
ASK YOUR NEWALL JOBBER 
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\ 
ONLY MOST POPULAR SIZES 


CROWNS 


Fit for a Queen 
(or a King) 





Each is ex- 


satisfaction. 








ACON WATCH CROWN CO. 


50 Eldridge St., New York yan. Pe 
Monutacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Deot C 
Students may enroll at any time of the year 


Peoria, tit. 
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WATCH STRAPS OF DISTINCTION 
. are packaged on ultra-modern display cards 
their resale .. 


enhance 


tionally guaranteed for the life of the strap. Man- 
ufactured by .. . 


J. L. POPOWICH AND SON 
802 Sansom Street, Philadelphia 7, Pa. 


JEWELITE 


. They are uncondi- 

















LEARN WATCHMAKING 





t» Weichmant 
Gent. o¢-May 2 


REPAIRING - ENGRAVING 
Dey or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."’K" lil'd Cetalog 
Baldwin 9-1376 Est. (994 
Arthur T. Jehases, Priseisal 
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“Look, I can use 
my hands again’! 











JOIN THE 
‘MARCH OF DIMES 


IN JANUARY: 
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watches and 
Chronagraphs in 
American Quick 
service for jewelers. 


2. SS ALL MAKES REPAIRED 
WRITE TODAY FOR CATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave.. NEW YORK 36 








WATCH REPAIR 


Dependable * Fast * Economical 


Over a Quarter-Century 
of Service 
a 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
| 
All Work Watchmaster-Tested 
2 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 34. N. Y. 
Plaza 7-1740 
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Largest selection | 
of quality Stop- 





ing it. In ordinary watches, the 
full winding is governed by the 
design of the ratchet click so 
that it permits a two-tooth re- 
coil of the ratchet wheel. This 
prevents the mainspring from 
being wound dead-tight. When 
your movement is in the water- 
proof case and you do the same 
thing, the crown will not unwind 
with the recoil of the ratchet be- 
cause the waterproof gasket 
packing is stronger in its grip 
around the case pipe than is the 
power of the recoiling main- 
spring so that your click looks 
like my sketch and you get that 


- 


galloping sound and “chicken- 
track” recording. You should 
instruct your customers when 
you sell them a new waterproof 
watch or when you service one 
for them that after winding the 
watch fully, it is a good idea to 
backwind the crown for a full 
turn. This will relieve the ten- 
sion on the mainspring and per- 
mit the click to recoil. 


QUESTION: What is the best 
method of repairing cuckoo- 
clock bellows? I have used pa- 
per, chamois, latex, vinyl but it 
doesn’t work like it should. D.B. 
Wash., D.C. 


ANSWER: Cuckoo clock bel- 
lows are covered with a very 
thin chamois which is not avail- 
able to you. The chamois used 
must be thin yet stiff so that it 
will not bellow outward. It must 
be able to crease so that it can 
be folded to take the form of the 


folds of the bellows and collapse 
in the neat pattern of the type 
you observe in new clocks. This 
is specialized business and can 
be frustrating when you try it 
yourself. Personally, I prefer to 
have these re-coated rather than 
to buy new ones because, first, 
the tone has been a successful 
one with that particular clock. 
Second and very important, the 
screw holes in the bellows show 
me where to position them again 
so that I get the best sound in 
relation to the air-escape hole in 
the clock case. With new bellows, 
it may require a few trials before 
you can get the position on the 
clock case that gives the best, 
rich, free tone. Ralph Herman 
of 28 Coney Island Ave., Brook- 
lyn 18, N.Y. makes a specialty 
of re-covering cuckoo clock bel- 
lows. 


QUESTION: I have a 400-Day 
clock in for repairs. It needs a 
new suspension spring. The 
clock has a symbol set into a 
semicircular frame with the 
name Sokol Montag Co., Made 
in Germany. The plates are 31, 
inches high and 2%4 inches wide. 
I’ve tried the regular suspension 
spring for this but it runs fast. 
I’ve also tried to stone down the 
wire and it now runs too slow 
and very erratic. Where can I 
get the correct spring? C. J. K 
Grand Rapids, Mich. 


ANSWER: From the 400-Day 
Horolovar guide I see your clock 
plate pictured with the informa- 
tion that you should use a sus- 
pension spring .0032’”" or .081 
mm thick. Stoning the suspen- 
sion wire on these clocks will 
make them run slower but the 
reduction of the spring must be 
done over its entire length if you 
are to achieve a good result. 
Otherwise, the twisting of the 
wire during the motion of the 
“nendulum” becomes erratic and 
the bending “moment” on the 
spring is confined to just the 
area at which you made the 
change in its thickness. 
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Esterbrook Pen Introduces 
Showcase for Complete Line 

A newly-designed counter showcase 
has been introduced by the Esterbrook 


Pen Co., Camden, N. J. According to 
K. N. MacDonald, sales promotion 


manager for the firm, it provides a 
basic pen department in a minimum 
of counter space. 





The FL-32 showcase displays 32 
Esterbrook fountain pens, mechanical 
pencils, ballpoints and desk pen sets. 
Day-bright fluorescent lighting is 
provided and the entire front is of 
plate glass, bedded in foam rubber. 
The frame is of heavy-gauge black 
wrought iron for durability. Full in- 
formation can be obtained from F. K. 
Middleton, Esterbrook Pen Co., Cam- 
den 1, N. J. 


Anson Offers Display 
Of 14-Karat Tie Tacks 


Anson, Inc., manufacturers of men’s 
jewelry, is offering a display unit 
consisting of eight 14-karat gold tie 
tacks, in plain, engraved and engine- 
turned designs. 

One of the 


items in this new 





collection is a cultured pearl mount- 
ed on a sunburst setting. Prices range 
from $7.50 to $15.00 retail, plus fed- 
eral tax. Plastic boxes are furnished 
to the dealer for gift packaging. 
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Speidel Releases Book 
Of Fall-Christmas Mat Ads 


A new Fall-Christmas book of re- 
tail ads has been sent to 19,000 jew- 
elers by the Speidel Corp. The mat 
book has been organized so that jew- 
elers will be able to order quickly 
from grouped merchandise. 

The mat book features a television 
tie-in section, showing Speidel’s new 
“Presentation Set” and “Ball of Fire.” 

Speidel has specifically slanted the 
new mat book to help jewelers create 
sales by harnessing the public ex- 
citement established by their adver- 
tising on the television show “The 
Big Surprise.” 

Copies of the Speidel book are free. 
They may be obtained from Speidel 
distributors, or by request addressed 
to: Speidel Corp., 70 Ship Street, 
Providence, R. I., Att: Adv. Dept. 


Byard F. Brogan Folder 

Tells Cultured Pearl Story 
“Every woman is a lover of mys- 

tery and romance” is the approach 

used by the Byard F. Brogan Com- 

pany, 801 Walnut St., Phila. 7, in a 
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folder which tells the story of cul- 
tured pearls and how they differ 
from simulated and Oriental pearls. 

Another Brogan folder, “Little 
Princess,” shows the company’s line 
of children’s pearl necklaces, and ex- 
plains how additional pearls may be 
purchased at different significant 
dates. 

The Brogan name does not appear 
on either folder, but space is provided 
for the dealer’s name. 


Reed and Barton Silver 

Awarded to Texas Schoolgirl 
Reed and Barton Silversmiths, 

Taunton, Mass., has announced that 


Miss Marnette Bushell, a senior at 
Anson High School in Anson, Texas, 






















is the winner of the company’s nation- 
wide “Sterling for Graduation” con- 
test. 

Miss Bushell received a complete 
chest of Reed and Barton’s “Classic 
Rose” pattern, which she registered at 
Busch & Sons Jewelers, of Abilene, 
Texas. 


The selections of all prize winners 
in the contest were made by Mrs. 
Betsy Blackwell, editor of Mademorv 
selle, who is shown with Stafford P. 
Csborn, advertising manager of Reed 
and Barton. 


Bradley Goes Western 
With King and Queen Watches 


A new counter merchandiser fea- 
turing Roy Rogers, “King of the Cow- 
boys” and Dale Evans, “Queen of the 
West” western style wrist watches 
for boys and girls, is currently being 
offered by the Bradley Time Corp.., 
19 West 24th Street, New York 10, 
me ee 


The display holds six Roy and Dale 
wrist watches, individually boxed and 
in full view. The merchandiser re- 
quires no assembling and comes pre- 
packed in its own carton, ready for 
immediate use. 


The display is supplied free with a 
one-dozen assortment (6 Roy Rogers 
and 6 Dale Evans watches). 
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New Artcarved Display 
Holds 6 Matched Ring Sets 

J. R. Wood & Sons announce a new 
window display for Artcarved Wed- 
ding Rings, available to Artcarved 
dealers. 


: 














Classic simplicity of form combines 
with modern design in this display, 
whose hand-rubbed walnut base adds 
a warm tone to the gold finish of 
the square metal frame. The bride, 
molded of latex, is encircled by a 
velvet band which will hold six 
matched sets of rings. 


New Rolfs Billfold Ads 
Use Humorous Approach 


“You cad! You shot a hole in my 
Rolfs” is one of the headlines in Rolfs 
new advertising campaign which fea- 
tures the “match-the-billfold-to-the- 
man” theme for men’s wallets. 

Rolfs expects the program to assist 
women shoppers who, the company 
says, buy more than 90 per cent of 
billfolds carried by men. 
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YOU CAD! 
YOU SHOT A HOLE IN MY ROLFS” 


Full page and double-spread ads 
are running in Life, Esquire, the New 
Yorker and the Sunday supplement, 
American Weekly, and national ad- 
vertising is being supported by point- 
of-sale material including fashion 
photographs, window displays, blow- 
ups of the ads and mats. 
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Newall Issues Catalog 
Of Parts for Watchmakers 


The Newall Mfg. Co., 139 N. Wabash 
Avenue, Chicago 2, IIl., has issued a 
new 252-page catalog for watch- 
makers. 

The book, which is made in bench- 
drawer size for convenience, contains 
a chronograph section, parts directory 
and movement list. German, Canadian 
and French watch materials have been 
included, as well as Newall’s exclusive 
“N-Dur-All” Swiss unbreakable main- 
springs. 


Zippo Lighters Featured 
In New Holiday Assortment 


A new “Holiday Assortment” by 
the Zippo Manufacturing Co., Brad- 
ford, Pa., features two new Slim- 
Lighters in high polish chrome, and 
two regular Zippos. 


Regular asa 


Slim ~ lighter 
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WITH THE FAMOUS SEP" GUARANTEE 


The display panel is decorated in 
day-glo red and Christmas green. 
Gift packages are included with the 
assortment. 


Swiss Watchmakers Help 
Jewelers Explain Timepieces 


To assist jewelers in explaining the 
value and construction of jeweled- 
lever watch movements, the Watch- 
makers of Switzerland are offering a 
brochure entitled “How to Explain 
the Advantages of the Jeweled-Lever 
Watch to Your Customers.” 

The booklet interprets the technical 
and complicated-sounding language 
of how a watch runs and what the 
jeweled-lever means, and also serves 
as a sales training document which 
suggests how store clerks can make 
important points understandable to 
customers. 

The booklet also touches on matters 
such as: how to make use of factory- 
packaged parts for servicing; the 
different grades of quality in conven- 
tional watches, and the special-feature 
timepieces available, such as self- 
winding, calendar and alarm watches. 

The brochure may be obtained by 
writing to The Watchmakers of 
Switzerland Information Center, Inc., 
730 Fifth Avenue, New York City. 


Medana Watches Highlighted 
In Display from Switzerland 


Louis Aisenstein & Bros., Inc., 16 
East 40th Street, New York 16, N. Y., 
watch distributors, are currently fea- 
turing this new display unit for Me- 
dana watches. 


The display, which was recently 
brought from Switzerland by an officer 
of the New York concern, has a golden 
colored base upon which is a platform 
of textured material in bright red. The 
platform, in turn, is framed by a 
twisted, golden silk cord. A two-toned 
metallic name-plaque is perched above 
the unit. 


Karlan & Bleicher Sell 
250,000th ‘Spectaculight’ 


The firm of Karlan & Bleicher re- 
cently celebrated the sale of the 250,- 
000th “Spectaculight” diamond setting 
since the first of this year. The firm 
which placed the order was A. Cohen 
and Sons Corp., wholesalers, New 
York, Atlanta and Los Angeles 

Paul Seml and Meyer Laskin, of the 
Cohen firm, received a plaque from 
Walter Karlan in recognition of the 
event. 

Laskin credits the “Spectaculight” 
setting with a great deal of respon- 
sibility for A. Cohen’s increase in 
diamond business. 


Elgin Watch Presents 
‘Operation Cherub’ Tie-In 

The Jewelry Industry Council’s 
famous Cherub is ringing the bell in 
this display currently being offered 
by the Elgin National Watch Co. 


Made of sturdy crystal foam, the 
display is decorated in festive green 
and red, to catch the eye of holiday 
shoppers. 
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New Display Featured 
For ‘Lady Ball’ Watches 


The Ball Co., 6 N. Michigan Ave- 
nue, Chicago, Ill., is currently featur- 
ing the display shown in the ac- 
companying photograph for its line 
of “Lady Ball” watches. 





The display is available to Ball 
franchised dealers. 


Craftsman Billfolds 
Offers New Easel Display 


To assist all of its retailers in cap- 
italizing on its national advertising 
campaign, Craftsman Billfolds has 
made available a new easel display, 
of cardboard, for the holiday season. 
The free display reproduces the full- 
page, color ad which appears in the 
December 3rd issue of Life magazine. 
The ad itself features the “Citation” 
billfold, one of the more popular 
Craftsman items. 


Columbia's Bowing Doll 
Calls Attention to Rings 


Columbia Diamond Ring dealers 
throughout the country are now show- 
ing this bowing doll display, which is 
the latest Columbia promotion device. 

Designed to catch the customer’s 
eye, the bride-doll is bedecked in a 
Columbia 






satin-and-lace gown and a white veil. 
The figure is high)ighted by mirrors 
behind and below it, and by lighting 
which illuminates both the doll and the 
lettering above it. As a final touch, the 
doll bows repeatedly, first to left, then 
center, then right. 

The Columbia Bowing Doll Dis- 
play, which stands 18 inches high, is 
available to all authorized Columbia 
dealers. 
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Prominent People Are Shown 
Selecting "Gold Filled’ Gifts 


Four previews of “Christmas Day 
1957” are highlighting this month’s 
advertisements in Life and the Sat- 
urday Evening Post by the Gold 
Filled Manufacturers Association. 

Each ad shows one of America’s 
most prominent people presenting a 
specially designed, gold-filled gift, to 
a loved one. 

The personalities featured in the ads 
are: Vincent Price, actor; Cary Mid- 
dlecoff, National Open Golf Champion; 
Amy Vanderbilt, author of “A Com- 
plete Book of Etiquette,” and Prince 
and Princess Serge Oblinsky. 

In all cases, the ads illustrate the 
gifts, expressing the beauty of gold- 
filled products. 


Jacques Kreisler Offers 
Promotion for ‘Changettes' 

The Jacques Kreisler Mfg. Corp., 
North Bergen, N. J., is offering a 
bright, new multi-colored display to 
help promote their exclusive ladies 
“Changette” straps. 


VA hangettes 
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Kreisler’s “Changettes” are avail- 
able in a wide range of colors, and 
can be had in either kafalope or 
snakeskin. Consumer appeal is in- 
creased with its “do-it-yourself” 
mechanism, a simple device that en- 
ables the customer to change straps 
in seconds. 

The “Changette” display is gay and 
colorful, and is offered free with 
Changette assortment #124 or 125. 


Handy & Harmon Issues 
Bulletin on Gold Soldering 


Handy & Harmon, suppliers of 
precious metals to the trade, have 
issued a bulletin describing their se- 
lection of gold solder and flux. 

In addition to a detailed breakdown 
of the various solders available, the 
bulletin offers a page of information 
on the fundamentals of karat gold 
soldering, and another page of helpful 
hints. Specific problems, and their 
solutions, are listed in detail. 

The bulletin, #21, is available from 
Handy & Harmon, 82 Fulton Street, 
New York 38, N. Y. 


Croton Places Emphasis 
On Waterproof Ruggedness 


The Croton Watch Co., 404 Fourth 
Avenue, New York 16, N. Y., is cur- 
rently featuring the “Swordfish” dis- 
play (shown below) for the use of 
Croton Nivada-Grenchen dealers. 


om 


CROTON 
te 
(rena hens | 


2 
Nassala 


— 





The display emphasizes the water- 
proof qualities of the watch, appeal- 
ing particularly to sports-minded 
men who look for and admire a 
sturdy, durable yet fashionable time- 
piece. 


Squire Offers Assortment 
Of Men's Sterling Jewelry 


A new, twelve-set assortment of 
all-sterling men’s jewelry has been 
introduced by Squire, Inc., Taunton, 
Mass. 

Featuring hand-engraved fronts and 
all-sterling actions, the new sets are 
mounted in a wrought-iron display 
unit, available at no charge with an 
order of the Squire All-Sterling No. 
SS 1400 Assortment. 

The twelve distinctive designs assure 
broad customer appeal, and are priced 
to retail from $7.50 to $15. 


1881 (R) Rogers (R) 
Shows New Motion Display 





The 1881 (R) Rogers (R) division 
of Oneida Ltd. Silversmiths recently 
introduced a colorful windmill display 
(shown above) to highlight this sea- 
son’s presentation of child and baby 
items. The display is free with a min- 
imum order. 
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Palladium Charm Disc 
Offered by Lucien Piccard 


A disc-shaped pendant to be worn 
on a necklace chain or a charm brace- 
let is the latest in a series of original 
designs in palladium being offered by 
the Lucien Piccard Watch Corp., 37 
West 47th Street, New York City. 


The new pendant is called “Love 
Story” due to its completely roman- 
tic conception. The front contains a 
large, lettered initial outlined in cul- 
tured pearls. On both borders is an 
endearing word spelled out in open- 
work. (For example, if the initial 
is “A”, the word is “Adorable.” The 
initial “B” would have the word 


“Beautiful,” etc.) 





On the reverse side, the pendant is 
recessed to hold a snapshot. The 
photo is protected by a glass crystal. 

The “Love Story” pendant is part 
of an extensive line of jewelry now 
being produced entirely of palladium 
by Lucien Piccard. 


Eterna Centennial Catalog 
Shows History and Merchandise 


A new, 16-page catalog has been 
prepared by the Eterna Watch Co., 
depicting the 100 years of Eterna’s 
history as well as photographs and 
descriptive material covering the 
company’s line of watches. 

Featured in the brochure, and dis- 
played on its front cover, is_ the 
Eterna Matic diamond watch line, 
which has been extended to include 
timepieces priced up to $1200 f.t.i. 

The catalog, which is available in 
limited quantities to Eterna retail 
dealers, has been prepared by the 
concern’s world promotion depart- 
ment. 


Price-Marking Machine 
Announced by Monarch Co. 


A new price-marking machine has 
been announced by the Monarch Mark- 
ing System Co., which will permit 
quick, easy setting and changing of 
price-marking information by simpli- 
fied dial-setting geared to bands of 
rubber. 

The new machine will be on the 
market soon, and should appeal par- 
ticularly to retailers handling varied 
lines or limited amounts of stock. The 
Monarch Model “20” Dial-A-Pricer is 
hand-operated, portable and will price- 
mark two lines of six characters per 
line on all sorts of labels and tickets, 
with the firm name pre-printed. 
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“White Theme" Developed 
For Parker 61 Pen Line 


As a result of a study made by 
personnel of the Parker Pen Co., 
Janesville, Wis., the firm has designed 
all promotional and packaging mater- 
ial for its new Parker 61 line of pens 
in a white motif. 





Shown in the accompanying photo- 
graph is the box and carton for the 61 
set. The set box is of white kid leather, 
with a white satin lining and gold 
metal trim. 


Feature Ring Shoots New Films 


The Feature Ring Co., manufac- 
turer of Feature Lock Interlocking 
Diamond Rings, has finished prepar- 
ing a new series of television spot- 
commercial films. 





Seen in the above photograph are: 
Felice M. Schrager, of Feature Ring 
Co.; John Stamford, a script writer 
for the Alexander Film Co., and Mort 
Lippman, of Feature Ring Co. They 
are shown on location at the Alex- 
ander Film Co. in Colorado Springs, 
Colo. 


Holmes & Edwards Provides 
Free ‘Christmas Tree’ Display 


A colorful display for either count- 
er or window has been prepared for 
dealers by the Holmes & Edwards 
division of the international Silver 
Co. 

The display is a cardboard step-up 
arrangement, topped with a star, on 
which are held gift boxes containing 
a selection of serving pieces ideal 
for holiday giving. The step-ups can 
be arranged in any design to suit a 
department’s lay-out, giving flexibil- 
ity to the entire arrangement. 

The green Deepsilver gift boxes 
contain Christmas cards, which can 
be removed after the Christmas sea- 
son is over. The packaged serving 
pieces range in price from $3.75 to 
$14.75. 


Community to Hold Special Sale 
For Anniversary of ‘Coronation’ 


The Community division of Oneida 
Ltd. Silversmiths will celebrate the 
twentieth anniversary of the popular 
“Coronation” pattern with an “Op- 
portunity Sale.” 

The special promotion is scheduled 
to run from January 7 to February 9. 
During the five weeks of the sale, 
Coronation will be offered in two 
services at one-half off the open stock 
prices—a 53-piece service for 8 at 
$49.85 and a 76-piece service for 12 
at $69.95. 

In connection with the sale, it has 
been pointed out by a company official 
that “this is not a discontinued pat- 
tern, but a real opportunity for both 
the jeweler and the consumer. ‘Cor- 
onation’ will return to regular prices 
on February 10.” 





$150,000 Ronson Contest 
Boosts Shaver Sales 


Ronson Corporation’s $150,000 
shaver sales contest for retail sales 
personnel, which ends December 31, 
has given the company’s Christmas 
sales movement a healthy boost, ac- 
cording to Herbert M. Stein, sales 
manager. 

Considered in trade circles’. the 
largest of its kind in the electric 
shaver field, the promotion provides 
such grand prizes as 1957 Chrysler 
sedans, all-expense-paid Bermuda 
trips, and console color TV sets. 


‘Greeting Card’ Display 
Fetes Longines Anniversary 


The annual giant “Greeting Card” 
display of the Longines-Wittnauer 
Watch Co. has all the frosty glitter 
of an o!d-fashioned Christmas. It de- 
picts a street scene of 90 years ago, 
a reminder that this is Longines- 
Wittnauer’s 90th anniversary year. 





The display’s theme ties in with 
the company’s national advertising, 
and the king-size greeting card blends 
with tree ornaments and other holi- 
day decorations used in window dis- 
plays. 
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Bill Dreihaus Bob Herbers 
Becken Becken 
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Bill Bertke Paul Garrity 
Becken Schick 


A. C. Becken Co., wholesale jewel- 
ers with main offices in Chicago, have 
opened a new branch at 37 W. 7th St., 
Cincinnati, Ohio, with Bill Dreihaus 
as manager. 

Salesmen operating out of the new 
branch will be Bob Herbers, who will 
cover the Cincinnati area, and Bill 
Bertke, who will travel Ohio and 
southern Indiana. 

All three men are well known to 
the trade in the Cincinnati territory, 
having been connected with the 
Gerwe-Brown Company. 


Schick, Inc., announces the appoint- 
ment of Paul Garrity as general sales 
manager. Mr. Garrity was formerly 
field sales manager and prior to that, 
Eastern District Manager. He suc- 
ceeds M. J. Butler, who resigned. 


Richard F. Flor has been named 
manager of the new Capital Court 
store of Steller’s Jewelers, Ine. This 
is the Milwaukee store which opened 
in October. 








Revere Copper and Brass, Inc., 230 
Park Ave., N. Y. C., announce the ap- 
pointment of Irving C. Sheldon as 
district manager of the Providence 
office. 

Mr. Sheldon has been a salesman 
with the New Bedford division since 
1950. Prior to that, he was with the 
Chase Brass and Copper Company 
and the Kennecott Wire and Cable 
Company. 


L. Luria & Son, Inc., of New York 
and Miami, announce that Wally 
Greene has been appointed buyer for 
their Miami branch. 

Mr. Greene’s experience covers 21 
years in the field. He was formerly 
buyer and general manager for Freud- 
enheim Bros., and prior to that, with 
Jacob Cohen & Sons. 


Howard C. Weeks has been ap- 
pointed ass’t general merchandise 
manager of Dennison Mfg. Co., Fram- 
ingham, Mass. Ronald MacKenzie be- 
comes purchasing agent, and C. M. 
Hastings merchandise manager of 
gummed and coated papers. 

















CERTAIN CHOICE TERRITORIES ARE OPEN 


for 


JEWELRY SALESMEN with a department store following 
especially, to carry a top quality line of costume jewelry. 
Operating as we do, in the center of the industry, we have 
**preview’ choice of the newest to hit the market. Our items 
have proven acceptance and turnover with many larger stores. 
Price range from $1.00 retailers to $35.00 retail. 


Adequate straight commission basis. Inquire in strict con- 


fidence, including resume and references in first letter. 


ADDRESS ““E., 2491,” GARE OF JC-K 


Chestnut and 56th Streets 


Philadelphia 39, Pa. 
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POPULAR nationally acquainted sales- 
man currently employed prominent store 
would resume extensive travel with bet- 
ter portable diamond line; enviable mer- 
lisi ies. Address “S., 2555,” 


chandising faculties. 
care JC-K 


RATES AND REGULATIONS | MIDDLE thirties, comprehensive back- 


ground, unusual qualifications, 
contagious enthusiasm, aggressive 
stimulation; available as . 
“ = : or manager. Address “L., 2562,” 
SITUATION WANTED”—Regular type $2.00 first 25 words; addi- | eave of SUK. : 


tional words, 10 cents per word. Heavy type $7. 00; addi- | WATCH salesman seeks new association 
for 1957: following with the best rated 
tional words 29 cents po word. accounts in Ohio and Michigan for past 


eee - ‘ 20 years; accustomed to earn $15,000 
‘ ’ rg : tac . ,r ets ie 

“HELP WANTED”—"LINES WANTED"—and “SIDE LINES”’—Regular type $4.00 | ‘Det year; replies from only ‘substantias 
first 25 words; additional words 15 cents per word. Heavy care of JC-K. | | ; 
type $7.00 first 25 words; additional words 25 cents per . MR. JOBBER, interested contacting man 
with years of experience in jewelry 

word. manufacturing field; jeweler by trade, 
knowledge of every branch of trade; 
capable running small plant; New York 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- | City only. Address “L., 244,” care of 
tional words 25 cents per word. Heavy type $12.00 first 25 Be... 
MANAGER, age 38; 12 years’ “experie nce 


words; additional words 30 cents per word. cash and credit; thorough knowledge all 
Shanon credit operation ; can assume full 
© Name, Address, Initials and Abbrevia- | © Advertising matter addressed to classi- pone. | available January B apd 
: fed adverti ‘ll be deli d mid sout 1, southeast preferred; call oO 
tions count as words. e a vertisers will not be delivered. write Fred King, 615 Houston St., Spar- 
® Classified ad form closes 10th of the _tanburg, S. C. 

© If answers are to be forwarded, 20 cents month preceding date of issue. | JEWELRY store manager, 37, seeking 
® A box number when in nts | sales or managerial position with repu- 
extra to cover postage must be enclosed. as fy wde that ng ad “#13 table firm; prefer southern or western 
® No A C Sant 2 Py S, = spoee area; over 19 years’ experience covering 
o Agency Commission. care of J C-K. | sales, service, display, buying, manage- 
ment, ete.; available in 1957. Address 

In answering Box Numbers address envelope “Box —,” care of Jewelers’ _ es ESD, Care BSCE: Bes 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose FORM Pe oe n-  Sl eo 
with anufacturing o rholesale - 
original letters of recommendations. ganization; can be an asset in any ca- 
pacity and capable of assuming partial 


’ | 
e or complete ‘Tesponsibility for oper: ition - 
JEWELERS CIRCULAR KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. best refe erences. Address “S., 2570,’ care 
of JC-K. 

SALESMAN, better jewelry, desires 
change territory metropolitan New York, 
: Long Island, Delaware, Maryland, Penn- 

. . every attribute successful voluminous ; , A 7 TONE, 
; : : ; re . sylvania, District of Columbia; estab- 
Situations W anted retail credit operation; a man you'll be | lished line only considered ; best refor- 
je very happy to meet. Address “S., 2519, anaes Address “W 9574.’ care of 

FEMALE order and repair clerk; experi st My TE tons Gee epee . 

sMALI order and repair clerk; experi- . apn oaeeeten — omen pethintntien ; 
enced w ith all de ts 1ils Ww hole sale diamond PACKAGING salesman seeks quality line | Ww ATCH M AKER 9 () Vv: ars’ experience 
rings : knowledge of colored stones. Ad- jewelry boxes; national acquaintance- would like to work in a good store in 


Cash in Advance 











MANAGER: top level, admirably geared 














o %*h 7 9 ship ? -salers j j . 
dres: F.. 247.” care of JC-K. hip wholesalers, retailers, importers, central or southern Florida: salary or 


DIAMOND Gaver ye eae rena manufacturers ; draw vs commission. ; Rania oy wre ike t ake con- 
oughly experienced Address “S., 2534,” care of JC-K. commission, or would like to make co 


in loose and mounted diamonds; good - Bas 3 tact to do trade work at home; can 
background; excellent references. Ad- WATCHMAKER: certified state and furnish best references. Address “B., 
dress “F., 2563,” care of JC-K. | U.H.A.A.; 5 years’ experience all types | 2583,” care of JC-K. 

SALESMAN ; loose goods young man; 10 rsp and retail sales ; go any where ; | ATTRACTIVE, well poised woman with 
rare experience with following; seeks —, be alee Address “H., 2535, | diversified experience in all phases of 
eee it n coe en re fe rences furnishe d. os eae va. ae oF merchandising, production, buying, se2ll- 
SSaCee ve, care of JC-K. RETIRING soon; watchmaker, jeweler; ing and styling of engagement and wed- 

SALESMAN; 10 years traveling eastern plan to stay Florida winter, North | ding rings; accustomed to seeing things 
territory for one firm seeks manufactur- Carolina mountains summer: will sell through from inception to sale ; excel- 
ers line of better jewelry ; commission call on nearby stores, or what have you | lent references. Address “K., 2541," care 

__basis. Address “B., 240,” care of JC-K. for me on gt time commission basis. | of JC-K. 7 

A-1 jeweler and on eyg te setter: over 30 Address “P., 2526,” care of JC-K. | BASTERN retail credit jewelry manager, 
years’ experience: est of references: a CARR “ 9) fears’ experience retail ; thaloa. 

ld like pede arorinve BOOKKEEPER, female ; full charge, thor- 20 years’ experience retail and whok 
woul ike to change about January, ; : : sale, moving to southern California ap- 
19! Addreas “ 2492” car , 1 oughly experienced, correspondence, ci- earns. : . 

ae Gdress —N., 2492," care of JC-K. amonds and jewelry; competent, con- proximately January 15th desires con- 

SALESMAN, doing well over 160,000 cov- scientious, personable ; excellent refer- tact with progressive outfit; can furnish 
ering New York and neighboring states, ences: New York City. Address “A finest business and charac ter references; 
wants change from present line ; leading 2548.” care of JC-K. ; re college trained, superior salesman. Ad- 
lines only. Address “G., 2537,” care of dress “S., 2486, care of JC-K. 

*-K. WATCHMAKER, clock and jewelry re- AY) ORITTIAA wy 

ALL around diamond setter with some pairs, sales, estimating, window decorat- ATTENTION manufacturers and dis- 
jewelry repairing experience desires a ing: 12 years’ experience; 36 years old, tributors; well known retailer who 
good paying permanent position: will mer wy mesg er vont A seagyre permane nt recently liquidated highly rated 
consider ‘ f i Ad- SITION O yppo y of partnership. ° Be 
te mg * Le e583.” i] themed tt oe Ad Address “M.. 9! 540, rr care of JC -K. busine ss is now available; well 

— <Soe e : known and closely associated with 

SALESMAN ; covering Maryland to Mas- BOOKKEEPER; full charge; top notch ne mall “w d bli ; 
sachusetts, seeks hot side line; have performance ; thoroughly experienced in | retailers, association and pu a 
finest references and do large volume of all phases office procedure: general lations activities. Address aus 
uusiness. Address “G., 2542,” care of ledger, trial balance, taxes and payroll: 2 % 

cha: . ‘ xes ay 512, care of C-K, 
JC-K. New York City only. Address “F., 246,” J : ie 

PRODUCTIVE executive type showroom care of JC-K EFFICIENT, productive, “experienced, 
sales la Seeks siti “Ee t 2 lew ae , i a . s 
me mggean A tan poco neg pete MANAGER of good silver type jewelry promotional jewelry manager de- 

< é welers ; > age; . P hai in : ; i 
finest references. address “a org4 store ave hppene rs gr eed chains, nine | sires change; desirous location 

: 4 he Ps Res “at . Vv 2a “s, wi CO sic e ’ . Y ‘ y ~ T ~ 7 
care of JC-K ene say neiGer change after Peb- | southwestern or western U. S. has 
en ruary 1; prefer aggressive, non discount ; 

BOOKKEEP ER: thoroughly experienced operation in south. Address “W., 2550,” complete knowledge of credit and 
diamonds and jewelry; very competent, care JC-K. collections plus merchandising; age 
conscientious, personable; excellent ref- : Add oe 2514 ™ f 
erences; New York City only. Address DIAMOND assorter and appraiser; cx- | 36; d ress, “9 » care oO 
“L., 2521,” care of JC-K perienced in mounting rings, fill orders ; JC-K. 

YPE > low ber of years with large ring manu- | —>”fT ——_—_—_—— - 

EXPERIENCED jeweler, engraver, dia- - pee he syne we toe ane Wie P, pm one 
mond setter: nai 2 () Ee, ermanent facturer; references; New York City | JEWELER, foreman, modelmaker ; thor- 

neition with established s A agape preferred. Address “P., 249,” care of oughly experienced in all aspects of pro- 
A age -" * i aae -* > Ee JC, duction, estimation, calculation on single 
pod “ry jc-K Bees. AGUCsS 9 S060, : | or commercial pieces, also management 
care © = | EXTENSIVE contacts and knowledge in of jewelry shop; European background ; 

SALESMAN :; retail; experienced all lucrative Baltimore, Delaware and reliable, trustworthy, personable; de- 
phases jewelry selling; watchmaker ; Washington area; top man in this area: sires position with principal firm or 
seeks connection with progressive or- willing to take on top jewelry, watch or | store in metropolitan or Westchester 
ganization. Address “L., 2532," care of allied lines. Address “F., 2554,’ care of area; reply in confidence. Address “K., 
JIC-K, JC-K. 2505,” care of JC-K. 
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personable, fine 
salesman, with 
in retail 
years’ experi- 


MAN, 36 
appearance, 
complete 
jewelry operation, fifteen 
ence all phases jewelry, plus intensified 
diamond knowledge, desires position 
with fine calibre store or establishme nt 
New York area. Address “S., 2575, 
eare of JC-K. 

SALESMAN with high level executive 
ability, available for top jewelry manu- 
facturer or watch house; excellent repu- 


years of age, 
excellent es 
administrative ability 


tation in the trade; successful sales 
record for the past twenty years; aver- 
age earnings in the past ten years 


twenty thousand dollars; at present em- 
ployed in sales and executive capacity ; 
replies tre ated most confidentially. Ad- 
dress" “K., 2576,” care of JC-K. . 
ABLE executive, 36, aggressive, dy- 
namic personality with 10 years of 
solid successful experience in all 
phases of credit jewelry at the re- 
tail level; tops in advertising, pro- 
motions, radio. TV; ready to trans- 
late a highly successful record as a 
sales manager, buyer and advertis- 
ing promotion man to a hard hit- 
ting, progressive promotional or- 
ganization who desires a key man 
to work with top management; pres- 
ently located in southeast managing 
a $750,000 unit, earning $12,000 
plus a a Address “P., 2538,” 


eare of JC-K 








Lines Wanted 


RELIABLE salesman with years 
perience in California desires to 
sont right priced di — ring line. 
dress “D., 2484,” care of JC-K. 

SALESMAN ecalling on retail jewelers in 
California wishes major side line; now 
carrying men’s and ladies’ birthstone 
rings. Address “S., 2506,” care of JC-K 

10 YEARS’ 
jewelers 
now carrying nationally 
line: want non-conflicting 
dress “B., 2511,” care of JC- 

MANUFACTURERS’ representative cover- 
ing several Rocky Mountain states with 
better jewelry, department and gift store 








of eX- 
repre- 
Ad- 


experience calling on retail 
in Maryland, D. C., Virginia; 
advertised ring 
lines. Ad- 
K 


following, seeks additional direct line. 
Address “G., 2529,” care of JC-K. 


WELL established salesman now calling 
on wholesalers, jobbers and premium 
trade wants lines for midwest and south- 
ern territory. Box 333, 360 N. Michigan 
Ave., Chicago, Illinois. 

SALESMAN : excellent following top 
wholesalers and chain stores New York 


and eastern area: now carries nationally 
known gold filled jewelry line: wants 
one additional non conflicting line. Ad- 
dress “S., 242,” care of JC-K. 

TOP line sales representative: 15 years’ 
experience, accustomed to high income 
seeks first rate line for east coast and 
midwest: to manufacturers, jobbers, 
chains and retailers. Address “En, eee 


eare of JC-K. 

WEST Coast representative with envious 
reputation calling on large credit stores 
desires reputable manufacturers line on 
commission basis; can furnish highest 
of refere neces. Address “B., 2435,” care 
of JC 

BOSTON — surrounding territory ; 
portunity for top manufacturer to ob- 
tain services of resident salesman who 
has an intimate following among all re- 
tail jewelers and volume users: con- 
scientious, ambitious salesman with fin- 
est trade reference. Address ‘“M., 2449,”’ 
care of JC-K. 

Il have a sterling hollowware line well 
established with jewelers and better de- 


op- 


partment stores in the east and mid- 
west; I need an effective companion 
line; age 31, college graduate, good 
reputation. Address reply to A. K. 
Enright, 1049 Granite St., Phila. 24, 
Penna. 

NOW selling majority best jewelers, de- 
partment stores, smoke shops and gift, 


specialty stores in Florida and Georgia : 
want strong top quality imported jewel- 
ry items from reputable manufacturer 
or importer who can make deliveries. 
K. Walton, 286 Beacom Blvd., Miami 25, 
Florida. 
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CATALOG HOUSE SPECIALISTS ; manu- 
facturers’ reps, specialized know how of 
the catalog house, mail order, premium 
and direct selling trades; heavy firing 
line experience; top level personal con- 
tacts most important wholesale - 
tributors and catalog firms entire U. 
will consider additional principal, aa 
only, with insert sheet line. Address 
“E., 245,” care of JC-K. 

SUCCESSFUL salesman, 15 years south- 
ern states; living in Florida, presently 
with diamond jewelry firm, wants change 
to following lines, loose or mounted 
diamonds, stone rings, solid gold jew- 
elry; top references and sales records 

available: would consider two lines as 
companion effort. David Weinstein, Mo- 
hawk 75840, 5790 S.W. 39th St., Miami, 
Florida. 

SCX PERIENCED 
Florida, (Louisiana, Alabama, wants 
following manufacturers’ lines to job- 
bers, retailers or both; solid gold charms 
and dises, gold earrings, modern and 
antique type; diamond mounted watches 
and jewelry, stone rings including large 
emblem and children’s stock; over 200 
accounts including jobbers: complete 
references available. Salesman, 5440 
S.W. 90th Ct., Miami, Florida. 





salesman traveling 


— 
4 


Side Lines 


WEST Coast representative gents’ mount- 
ings very clean fast selling 7% com- 
mission, send references and particu- 
lars. Address “F., 2560,” care of JC-K. 

GENTS’ mountings for 
south and southwest; and 
fast selling, original com- 
mission ; send references. ae Ae 

2561,” care of JC-K. 

SALESMAN representing mfg. jeweler, 
west and southwestern territory: to 
carry a fine line of 14K gold wedding 
bands, matched sets and fancy rings. 
Address “R., 2585,”’ care of JC-K 

SALESMAN wanted calling on jobbers 
entire west coast: importer of watch 
materials and tools; write stating ex- 
perience, references, other lines. <Ad- 
dress “A., eare of JC-K. 


MANUFACTURER of fine costume 
jewelry wants association with rep- 
utable wholesaler dealing in better 
priced exclusive lines. Address ““M., 


2200,” care of JC -K. 


SALESMEN wanted by manufacturer 
of a complete line of 14 kt. gold 











representative 
very clean 
styles: 7% 


Address 


dises, charms, calendars and ear- 
rings. Address “R., 2543,” eare of 
JC-K, 


AVAILABLE for mid and southwest sales- 
short diamond set ladies’ gold ring 


man, 
line, diamond set watch cases and at- 
tachments: good man can draw against 
commission. Address “W., 2462,” care 
of JC-K. 

EXPERIENCED salesmen wanted for 


Quadra- Flex watch expansion 

line; many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 

SALESMEN wanted to sell nationally ad- 
vertised line of jewelry displays; terri- 
tories available in midwest, southwest 
and southern states; top commissions. 
Morton Pelzner Displays, 2445 Taraval 
Street, San Francisco 16, California. 

SALESMAN wanted to carry side line of 
platinum diamond set ladies’ rings; high 
class merchandise, hand made; liberal 
commission ; replies held in strictest con- 
fidence. Address “M., 2507," care of 
JC-K 

SEVERAL territories open for aggressive 
salesmen desiring manufacturer's ster- 
ling, gold filled chain line, bracelets for 


Apex 
band 


charms, grandmother bracelets, idents, 
etc., if interested send full details. Ad- 
dress “U., 2483,” care of JC-K 
WANTED: side line salesmen; quality 
plastic ring and watch boxes to the 
better retail and chain jewelry stores 


for various territories throughout the 
country. Address “S., 2579,” care of 
JC-K., Pee hee pede wh 
WATCH bands; new line, top quality; 
direct from manufacturer to the better 


jewelers; very small line requiring 
little time and effort; dependable re- 
peat business. Address “J., 2566,” care 


of JC- 


| 





SA LESM AN 


SALESMAN calling on the wholesale 
trade in Midwest, to carry a well 
placed and catalogued line of em- 
blematic jewelry in gold, platinum 
and palladium; commission basis. 


Address “B., 2495,” care of JC-K. 





SALESMAN wanted to carry sideline 
of low priced jeweled imported 
watches; small line, but every num- 
ber a fast seller; most territories 
open. Address “B., 2421,” care of 
JC-K, 


SALI ESMAN covering ‘greater ( Chicago to 
handle manufacturer’s outstanding and 
extensive line of 14K small and large 
charms; priced right for bigger users; 
also man covering south; please give 
full +’ -*-a Address “M., 2556,’ 
care of JC- 


SAL ES MEN with retail and premium 
trade following to carry competitively 
priced line of well known Swies watch 


importer; southwest and Pacific coast 


territories are now available on a side 
line or exclusive basis. Address “B., 
2586,” care of JC-K. 

WANTED; experienced jewelry salesman 
residing in Los Angeles area to cover 
Los Angeles and travel west coast to 
carry platinum and gold ladies’ watch 
cases and attachments, mounted and 
unmounted. Address “L., 248,” care of 
JC-K. 





SALESMAN ealling on the wholesale 
trade in New York City and the New 
England States to carry a line of 
emblematic jewelry in gold, plati- 
num and palladium ; drawing 
against commission. Address “B., 


2494,” care of JC-K 


SAL _ESMEN > fer enslusive watch line 
calling on fine jewelers; protected 
territories open; liberal commis- 
sion; only those with excellent ref- 
erences need apply; complete in- 
formation first letter. Address “F., 


2442.” care of JC-K. 





SALESMAN with following amongst job- 


bers, wholesalers and chain stores for 
the midwest to represent established 


outstanding line of 
including bridal 
types of ladies’ 
2544,” care of 


manufacturer of 
ladies’ ring mountings, 
sets, lock sets and all 
fancy rings. Address “R.., 
IC-K. 


following in smaller 
Southwest; carry sam- 
ple line completely mounted diamond 
bridal sets; retail price layouts and 
displays ; men’s sample mountings, semi- 
mounted bridal sets: non-conflicting 
line satisfactory. S. Reiman & Sons, 
Inc., 64 West 48th Street, New York 36, 
New York. 


with 


towns Midwest, 


REPRE SENTATIVE: to call on jewelers 

with our line of ladies’ and men’s 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force; desire 
a man with an established territory 
carrying a non-conflicting line ; commis- 
sion basis; give complete information as 
to experience, territory and lines now 
carried; references required. Krementz 
& Co., 49 Chestnut Street, Newark 1, 
N. J 


SAL ESMEN now calling on retail jewel- 
ers interested in carrying a lucrative 
side line display fixtures: we offer re- 
tricted territory, excellent commission, 
plus bonus; fast moving line, known 
firm; territories open: Maine, New 
Hampshire, Vermont, Florida, South 
Carolina, Georgia, Alabama, Louisiana, 
Mississippi, Arkansas, New Mexico, 
California south of Fresno, Oregon, 
Wyoming, Colorado, Missouri, Kansas, 
Illinois except Rockfort, West Virginia, 
Kentucky, Wisconsin, North Dakota, 
Utah, Nevada, Eastern Iowa, New York, 
New Jersey; season opens January 
15th: photos, samples supplied; write 
stating territory, etc.: sales representa- 
tives only: no jobbers: replies con- 
fidential. Address “G., 243,” care of 
JC-K. 











> 





(Continued from page 155) 


Help Wanted 


WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
of JC-K. 

WANTED, two A-l watchmakers: per- 
centage basis only. Address “T., 1460,” 
care of JC-K. 


WATCHMAKER, experienced, careful 
worker, salary, good working conditions. 
Chapman’s, Fostoria, Ohio. 


JE WELER, five or more years’ bench ex- 
perience ; $2.00 per hour to start: Mary- 
land location. Address “J., 2488," care 
of JC-K. 


WAN NTED ; watchmaker interested in pur- 
chasing store; midwest town, t-rms: 
owner wishes to retire. Address ‘“M., 
2476,” care of JC-K 

JEWELER; age about forty; first class 
mechanic and capable of operating a 
shop; fine future for a married man. 
Address “S., 2497,” care of JC-K. 


WEST coast salesman. experienced; 
nationally known manufacturer of 
complete diamond line. Address 


“F., 2584.” care of JC-K. 


SALESMAN wanted to carry as side line 
through the middle west and south a 
popular priced line of platinum rings ; 
drawing against commission. Address 
“O., 2472,”" care of JC-K. 


CREDIT jewelry salesman: assistant to 
manager for live store in Connecticut; 
young, personable, future ahead: avail- 
able January 1, 1957. Address “A., 
2545,” care of JC-K. 

SALESMAN for credit store for Christmas 
season ; excellent offer: store located 30 
minutes from New York. Budds Jewel- 
~~ ae ape Albany Street, New Brunswick, 





SAL ESMAN for semiprecious and syn- 
thetic stones vicinity New York; salary 
and commission; only experienced in 
field need ponty. Address “S., 2517,” 
care of JC-K 


MANAGER for credit jewelry store in 
Virginia; must have sales ability and 
understand credit, window trimming, 
etc.; salary and bonus. Address “F., 
2501,”" care of JC-K 


JEWELER: able to set stones and do 
light jewelry repairing in old estab- 
lished independent Kansas store; top 
salary; ideal working conditions. Ad- 
dress “P., 2508,” care of JC-K. 

ASSISTANT watchmaker; age to 37: 
capable of waiting on trade, estimate 
repair work; steady position; chance 
for advancement. rreenberg Jewelry 
Company, Sioux C ity, Iowa. 


DIAMOND assorter; young man or 
woman, some experience, for loose 
diamond firm; opportunity for ad- 
vancement. Telephone JU 2-2566 
or Address “R.., 2549, = care of Jc- K. 


SALESMAN middle west and part of 
south ; experienced; nationally 
known jewelry manufacturer of 
complete diamond line. Address 


“F., 2581,” care of JC-K. 


DIAMOND salesman to represent large 
New York loose goods house in 
Chicago and adjacent area; give 
full details in confidence. Address 


*A., 2580,” care of JC-K. 


LARGE, nationally known loose diamond 
house seeking two salesmen, one for 
New York and adjacent territory, other 
south and west coast; give details first 
letter; information treated confiden- 
tially. Address “F., 2510,” care of JC-K. 


SEEKING capable diamond salesman with 
following to travel commission basis: 
territories open; give resume age, ex- 
perience, references, etc.; fine opportu- 
nity for right man. Address “A., 2536,” 
care of at; -K. 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern COhio city, permanent job; 
state age, experience, salary expected, 
in bet _letter. Address “R., 2165,” care 
of JC-K, 











PERMANENT position open for top 
salesman with all around experience 
in large credit store; excellent op- 
portunity for right man. Arthur’s, 
460 “E” Street, San Bernardino, 
California. 


WANTED; two managers, two assistant 
managers, three salesmen for jewelry 
store; must be thoroughly experienced: 
good references; permanent position ; 





send full information as to salary, etc., 
first letter. Address “W., 2530,” care of 
JC-K. 


WATCHMAKER; experienced top man, 
good salary, pleasant working vondi- 
tions, air conditioned; position open in 
January in North Carolina’s largest 
city ; state age, references, etc., in first 
letter. Address “N., 2565,” care of 
JC-K. Lt fa eI 

SALESMAN living in Indiana or Ohio to 
travel in Indiana, Ohio and Kentucky ; 
nationally known lines; bands, straps, 
material and better jewelry : good draw 
and commission. Write Mr. Paul, 801 
Metropolitan Bldg., 33 John R., Detroit 
_ 26, Michigan. ace 420 

SALESMAN; expanding credit jewelry 
chain, all ‘stores in Virginia; qualified 
man will be trained for future position 
as manager; training period will be 
limited to minimum time necessary. Ap- 
ply Fink’s Jewelers, 310 South Jeffer- 
son St., Roanoke, ‘Virginia. 

ASSISTANT manager ; young, personable, 
for modern jewelry and gift shop; must 
have proper experience and good refer- 
erences; if you are looking toward an 
opportunity of some day owning a fine 
store of your own, this is it. Address 
“P., 2503,” care of JC-K. 

SALESMEN ; sterling hollowware; good 
opportunity ; several choice territories 
open; give complete details of territory 
covered ; all applications will be held in 
strict confidence. Arrowsmith Silver 
Corp., 132 West 22nd Street, New York 

11, New York. 


SALESMAN; Pennsylvania and New 
Jersey; best known and most com- 
prehensive line of scarab jewelry, 
dise jewelry, identification bracelets 
and money clips; drawing account. 
Admark, 714 Sansom St., Phila. 6, 


Penna. 


SALESMAN to handle complete re- 
ligious jewelry line; competitively 
priced; 12%% straight commis- 
sion; territories available: New 
York State, Pennsylvania, midwest 
and Texas; many active accounts. 
Address “L., 2569,” care of JC-K. 


SALESMEN; one for southwest and 
one for southeast; best known and 
most comprehensive line of scarab 
jewelry, disc jewelry, identification 
bracelets and money clips; drawing 
account. Admark, 714 Sansom St., 
Philadelphia 6, Penna. 








SALESMEN; country’s most active, 
progressive clock importers, repre- 
senting Germany’s finest factories, 
have openings for additional men 
in all territories; supplementary 
line not camp 2s Address “O., 


2522,” care of JC-K 


SALESMEN wanted : for Pacific west 
coast and southern territory; large, re- 
liable manufacturer of a popular priced 
line of silver plated hollowware are 
open for good representation; line well 
established: drawing account or 
straight commission. Address “L., 2489,”’ 
care of JC-K 


SALES acca ar a wanted : nation: illy 
known manufacturer of sterling silver 
flatware and sterling and silverplated 
hollowware has opening for representa- 
tive in New England states; only ex- 
perienced and aggressive salesmen will 
be considered: commission basis. Ad- 
dress “A., 2578,”’ care of JC-K. 


SECRET ARY, bookkeeper : light book- 
keeping, no general ledger : jewelry 
manufacturing, experience prefe erred; 5 
day week, 9 to 5, midtown New York ; 
attractive salary; write giving full par- 
ticulars; may start December or Janu- 
ary, optional. Address “D., 2558,” care 
of JC-K. 
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SALESMAN; aggressive, for Pacific 
coast to represent long established 
manufacturer of fine quality gold 
mountings, bridal sets and fancy 
rings; many active and established 
accounts; liberal commissions, 
drawings ; no objection to side line. 


Address ‘ *M.., 25295,” care of JC- K. 


SALESMAN wanted for Michigan, 
Pennsylvania, Ohio, West Virginia 
and Virginia; for complete dia- 
mond _ jewelry’ tine; nationally 
known; write giving qualifications 
and experiences; commission basis; 
Harry & Ben Frackman Inc., 20 W. 
47th St., New York 36, N. Y. 


SALESMAN, selling to retail jewel- 
ers, to carry manufacturer’s line 
of ladies’ and men’s stone and dia- 
mond rings; following in all terri- 
tories; change of policy creates 
these openings; state territory and 
experience. Address “D., 2577,” 
care of JC-K, 


SALESMAN for South Atlantic and 
Gulf States who has following, to 
represent nationally known ring 
house; delivery line of diamonds 
and colored stones; merchandise 
aids; established territory; drawing 
account ; reply in confidence. Ad- 
dress * ‘S., 2551, ” care of JC-K. 


UNTERMEYER ROBBINS & co., 
makers of American Beauty rings 
since 1874, have several important 
openings for the right representa- 
tives; this is a very exceptional op- 
portunity for such an_ individual. 
136 W. 52nd St... New York 19, 
N. Y. 


SALESMEN to call on retail jewelers 
and department stores with brand 
new patented gold ring clamp; this 
is a fast selling article which will fit 
in your pocket; territories east of 
the Mississippi are open; straight 
commission paid: state particulars. 


Address “O., 2527.” care of JC-K. 


SALESMAN wanted: for entire west coast 
territory : well established manufacturer 
of popular priced line of silver plated 
hollowware is looking for good repre- 
sentation; drawing account or straight 
commission basis; no objection to one 
or two side lines; ours is a major line; 
have well established accounts. Address 
“L., 2431,” care of JC-K 


WANTED: salesmen; to represent our 
firm with a very fine line of stainless 
steel, gold filled, 14K gold expansion 
watch bracelets, also _ identification 
bracelets and leather straps; other lines 
to be added shortly; going direct to the 
retailer; territory open all over the 
United States. Reply to P. O. Box #427, 
Far Rockaway, N. Y. 








EXCELLENT opportunity for thoroughly 
experienced credit jewelry store man- 
ager, capable of taking full charge of 
high class, modern, well established 
store in large West Virginia city; sub- 
stantial remuneration, bonus and oppor- 
tunity for stock ownership: reply with 
full details in confidence. Address “K., 
2492,” care of JC-K 

NATIONAL chain of retail instalment 
jewelry stores is desirous of securing 
managers for an expansion program; 
men who join our organization may be- 
come part owners; top salaries paid to 
top notch men; if interested, write stat- 
ing age, experience and salary require- 
ments. Address “M., 2568," care of 
JC-K. 


COLLECTION and credit manager to 
supervise and control a chain of retail 
stores; 20,000 active accounts outstand- 
ing totaling over one million dollars; 
permant position; fine salary and an- 
nual bonus; state experience since col- 
lege graduation, enclosing recent photo; 
location in middle west with established 
firm in business over 25 years. Address 
“R., 2441,” care of JC-K. 
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SALESMAN: 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking cnly 
men interested in permanent positions ; 
excellent working conditions; high pay ; 
State age, experience. People’s Watch 
Repair Company, 120 Summit St., 
__ Toledo, Ohio. 

LEADING clock importer has opening 
for sales representative for 10 
southeastern states to follow up al- 
ready established accounts and to 
open new ones in this territory; our 
line is built especially for promo- 
tions to the leading jobbers, chains 
and credit jewelers; complete in- 
formation first letter. Address “*C.,, 


2533,” care of JC-K 


SALESMAN for elinoalie’ known New 
York ring concern with following; 
southwest including Kentucky and 
Tennessee; house has large follow- 
ing; line consists of diamond and 
colored stones for delivery and is 
comprehensive, with merchandise 
aids; drawing against commission; 
reply confidentially. Address ‘“S., 
2552,”” care of JC-K. 





BUYE R, expe rienced in diamonds, w atches 


jewelry and promotional merchan- 
dise ; usually carried in a popular priced 
retail credit jewelry store; annual sal- 
ary $10,000.00 plus handsome percentage 
and annual bonus; state age, recent his- 
tory last ten years, enclosing photo; 
this isa permanent position with an ex- 
cellent future; large city in the middle 
west; replies confidential. Address “R, 
2440,” care of 


and 


for a established whole- 
sale jewelry house; must have experi- 
ence in calling on retail jewelry trade 
in central and southern states; perma- 
nent connection and pleasant working 
conditions for man with ability and 
willingness to work hard for good com- 
pensation; please give complete details 
in application which will be considered 


confidential. Address “K., 2444,” care 
of JC-K. 

SALESMEN ; nationally known diamond 
ring house adding to our sales organi- 


zation; have open territories south, 
central middle west, southwest and New 
England; men with established retail 
jewelry store following need apply; 
$10,000.00 drawing account against com- 
mission; give detailed antecedents in 
first letter : our men know of this ad: 

all information kept in strict confidence. 
Address “R., 2496,” care of JC-K. 





TWO sales representatives for Kim- 
berly ring line to call on _ retail 
jewelers, one to cover southeast and 
one to cover New England; must 
reside in respective territory or will- 
ing to relocate; substantial draw 
against commission; excellent op- 
portunity; give full details in the 
first letter. Kimberly Gem Com- 
pany, Inc., 62 West 47th St., New 
York 36, N. Y. 

SALESMAN for New England and 
Eastern seaboard territory; must be 
well established with better retail 
jewelry trade; unusual opportunity 
for right man to represent one of 
America’s oldest and finest lines of 
14K jewelry; write in detail business 
history of past 15 years; liberal 
drawing against commissions; re- 
plies confidential. Address ‘“S., 
2482.” care of JC-K. 





TWO salesmen wanted by long estab- 


lished manufacturer of fine quality 
gold mountings, platinum mount- 
ings, fancy and bridal sets; one to 
cover midwest and another for the 
south; hundreds of established ac- 
counts; resident preferred; liberal 
commissions, drawings; no objec- 
tion to non-competing side line. 
Metro Jewelry Corp., 21 West 46th 
St., New York, N. Y. 


' 





STOR E mana ger: 


DIAMOND i pe 


RELIGIOUS goods salesmen; nation- 


JEWELRY salesman or selling organ- 


ization; nationally known manu- 
facturer wants aggressive salesmen 
or selling organization catering to 
better specialty shops, jewelry stores 
and department stores for high 
fashion cast jewelry line; good ter- 
ritories open; commission basis; 
state experience, territory covered 
and lines carried. Address “W., 


2498,” care of JC-K. 


Ci oO Cc “Se eoleamen for > wmv asealiy 


known imported brands; travel, 
desk, also 400 days, fast selling 
line; also nationally advertised 


popular priced Swiss watch line; 
real opportunity for right men with 
excellent following; choice _terri- 
tories open; write fullest confidence 
with all details; only experienced 


men apply. Address “L., 2547,” 
care of JC-K. 

SALESMEN wanted by large nationally 
known wholesaler to service strongly 
established territories in Illinois, In- 
diana and Iowa; earnings assured 
through established customers ; complete 
national brand lines; watches and dia- 
monds directly imported and aggres- 


sively backed by modern merchandising 
methods; give full particulars, age, ex- 
perience, etc.: replies held confidential. 
Address “Box 27334,” 360 N. Michigan 
Ave., Chicago 1, Tllinois. 


unusual opportunity for 
experienced retail credit manager to op- 
erate a successful downtown store in 
the middle west; earnings $10,000.00 to 
$15,000.00 yearly based on salary, per- 
centage and annual bonus; must be very 
capable, high powered, fast moving, and 
know every phase of the credit jewelry 
business; send photo and complete re- 
sume of experience last ten years; re- 
plies confidential. Address “R., 2439,” 
care of 

if you are will- 
ing to work and are a real sales- 
man, we need three men; the Sebel 
line is the greatest in America, and 
our dealer helps, combined with 
our strong financial background 
lend exceptional opportunity to the 
right men looking for security and 
permanence; write or call for inter- 
view. W. F. Sebel, W. F. Sebel 
Company, 315 W. 5th St., Los An- 
geles, California. 





ally known manufacturer of religi- 
ous goods intensifying sales cover- 
age; we want only aggressive, ex- 
perienced men with retail follow- 
ing giving intensive coverage in the 
following territories: south Atlantic 
States, Southwest, Rocky Mountain 
States, Pacific coast; 15% commis- 
sion; state qualifications and terri- 
tory covered. Address “W., 2499.” 
eare of JC- K. 


SAL ESMAN | for Illinois. Indiana, Wis- 


consin, Minnesota, lowa, Missouri; 
manufacturer of fine quality 
jewelry, genuine stones set in 14Kt. 
overlay on_ sterling, 12/20 gold 
filled, and sterling silver lines, sold 
direct to retail and department 
stores, wants experienced represen- 
tation; prefer solid gold experience. 
Present representative retiring from 
road January Ist. E. Richards 
Co., Attleboro, Massachusetts. 








MANAGERSHIP credit jewelry store; 


top rated, locally owned store, es- 
tablished 65 years, 100% location; 
complete charge of sales promotion, 
collections, display, buying and per- 
sonnel; prefer man under 50 with 
chain store management experience 
to establish permanently; substan- 


i 


| 

















tial guaranteed salary, liberal share 
in profits; give qualifications, ref- 
erences, recent photo if available. 
Benn D. Brodkey, Grand Jewelers, 
Sioux City, lowa. 





SEVERAL salesmen; large well known 


manufacturer of most outstanding 
gold ring line in America; busi- 
ness 50 years, with complete selec- 
tion diamond, stone and wedding 
rings; several representatives south, 
east and west coast; very promo- 
tional line, catering to credit jewel- 
ers; established accounts in terri- 
tories; applicants must have strong 
following of their own; all replies 
strictly confidential; must furnish 
complete details in very first letter; 
please send recent photo; must have 
background of minimum $15,000 
yearly earnings; available to start 
January 15th. Address “P., 2564,” 
care of JC-K 


CERTAIN SOS territories are open for 


jewelry salesmen with department store 
following especially, to carry a top qual- 
ity line of costume jewelry; operating 
as we do, in the center of the industry, 
we have “preview” choice of the newest 
to hit the market; our items have 
proven acceptance and turnover with 
many larger stores; price range from 
$1.00 retailers to $35.00 retail; adequate 
straight commission basis; inquire in 
strict confidence, including resume and 
references in first letter. Address “E., 
2491,”" care of JC-K. 


SALESMAN wanted for west coast terri- 


tory; large well known manufacturer 
of complete line of popular priced ster- 
ling silver hollowware and baby goods 
is realigning territories and can use a 
wide awake salesman on the west coast: 
our line is well known to department 
stores, jewelers and wholesalers; we 
have many active accounts; we have no 
objections to a non-competing com- 
panion line; please furnish complete de- 
tails as to present lines, bac kground and 
experience; straight commission or 
drawing account. Address “C., 2553,” 
care of JC-K. 


JEWELRY salesmen, retail following, 
compact money making line, _ sell 
patented Vari-Gem, gold stone rings; 


only line where retailer himself can 
interchange and securely reset a vari 
ety of birthstones and onyx stones in a 
Vari-Gem ring in 60 seconds: dynamic 
sales producing promotion program: ex- 
cellent commission; territories open: 
Michigan, Chio, Pennsylvania. Mary- 
land, Washington, D. C., Virginia, West 
Virginia, Texas and Louisiana; pro- 
tected territories; supply references end 
experiences ; confidential. David Pfeffer 
Co., Inc., 106 Fulton St., New York, 
N. Y¥ 


SALESMAN for Ohio, Indiana terri- 


tory, wanted by well known manu- 
facturer of guaranteed quality cos- 
tume jewelry; this is our best terri- 
tory and offers an excellent oppor- 
tunity to a man who is experienced 
in calling on retail jewelers; we of- 
fer unusual service and coopera- 
tion to retailers; top commission, 
protected territory; no objection 
to companion line; also openings 
for Washington and Oregon, Minne- 
sota and Wisconsin and others; write 


stating territory and experience. 
B. David Company, 2508 Vine 
Street, Cincinnati 19, Ohio. 


OPPORTUNITY of a lifetime for voung 


man: owner of excellent one man store 
in midtown New York City, established 
over 15 years, is opening new store in 
different location; need watchmaker- 
salesman to replace me in store #1; also 
share profits 50-50 in store #1; also do 
trade watch repair work from new 
store #2: no overhead expenses at all, 
but you must be able to buy your own 
inventory; you must be a qualified 
watchmaker and know how to deal with 
the public and understand the fine 
jewelry business; you should be able 
to net yourself $150.00 per week and 
more: full particulars. Address “K., 
2528,’ * care of JC-K. 


~ (Continued on page 158) 
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(Continued from page 157) 
SALESMAN wanted; manufacturer of 
nationally known diamond ring line has 


opening for experienced and aggressive 
salesman with large established follow- 
ing, to cover the following sivuthen 
States: Florida, Georgia, North Caro- 
lina, South Carolina, Alabama and Mis- 
sissippi; we have very large and well 
established trade for 85 years among 
the retail jewelers in this territory, af- 
fording an excellent opportuntiy for the 
right man, one who is accustomed only 
to high earnings; liberal drawing zc- 
count against commissions; give full 
details of experience and background in 
first letter; all inquiries held confiden- 
tial. Address “M., 2546,” care of JC-K. 


DIAMOND salesman; we have an excep- 
tiona! opportunity for an experienced 
salesman to sell nationally known dia- 
mond rings to better stores; our firm 
has been recognized for 78 years as cne 
of the most respected in diamond rings; 
constant advertising coverage in selling 
areas and generous commissions make 
this a lucrative proposition for a man 
who has established contacts and fol- 
lowing among retail jewelers; we are 
particularly interested in men who will 
live in Baltimore, Cincinnati, Atlanta, 
St. Louis, Oklahoma City, Dallas, Min- 
neapolis, or their environs, who have 
trade in their environs; write or tele- 
phone Barnett Davis, Inc., Clark Build- 
ing, Pittsburgh, Pennsylvania, giving 
full details of ability, past association, 
territories; all replies confidential. Ad- 
dress “G., 2518,” care of JC-K. 


For Sale 


Stores, Stocks and Businesses 











of jewelry stores, 
good leases. Ad- 
JC-K 


chain 
have 
.”’ eare of 


sell small 
part; all 
“W., 2531 


WILL 
all or 
dress 

AN old established: jewelry store in best 
city in North Carolina: well established 
with select clientele. John M. Little, 221 
North Tryon St., Charlotte, ie 

FOR SALE; jewelry store and a gift shop, 
Iowa town 2000; want to retire; good 
opportunity for watchmaker. R. L. B., 
928 West Sth Street, Waterloo, lowa. 


N 


watch 
fixtures, 
approx i- 
Box 


CAPE Cod; jewelry and 
business, good stock: modern 
one man operation, inventory 
mately $9,000. Write Mrs. Eastman, 
494, Dennisport, Mass. 

established 50 
England city ; 
modest invest- 
Address “P., 


MODERN jewelry store, 
years, in prosperous New 
may be purchased with 
ment on moderate terms. 
2502,” care of JC-K 

established jewelry store in 

midwest city of 22,000; excellent op- 
portunity for watchmaker and wife: 
terms; reason for selling we wish to 
retire. Address “M 2242,” care of 
JC-K. 


FOR SALE 


thumb of Michigan: 
very modern: well established: good 
location; clean stock; excellent repair 
department; growing community ; priced 
to sell; have other interests. Address 
“F’., 2490,” care of JC-K. 


JEWELRY = store, 


jewelry 

20 
ap- 
reduce to 
Address 


modern 
established 


Westchester, 
store, 100% location, 
years; very clean stock, inventory 
proximately $25,000.00: will 
suit buyer ; big repair business. 
‘K care of JC-K. 


UPPER 


_ 2485.’ 


ONLY jewelry store west Missouri town, 
population 4,000; growing community, 
three factories; excellent repairs, mod- 
ern fixtures; low rent: ideal for watch- 
maker inventory $6,000, will reduce: 
best offer takes. Address “W., 2571,” 

care of JC-K. 


FLORIDA: an unusual opportunity ; 
for sale; well established credit 
jewelry store in one of Florida’s 
fastest growing communities; an ex- 
cellent return can be made on a 
moderate investment; poor health 
forces owner to offer this profitable 
business. Address “S., 2557,” care 


of JC-K. 
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LOCATION in heart of Montgomery, 
Alabama; this has been a jewelry 
store for a total of 30 years; re- 
cently closed; will sell all floor and 
show case fixtures, a National Cash 
Register installment posting ma- 
chine, five ton air conditioning 
carrier system, everything in the 
store for $3,000; over the lease of 
$450.00 a month for about seven 
years; imagine; you’re in business 
and do not have to buy a store’s 
questionable accounts receivable and 
inventory for only $3,000; write 
or telephone M. R. Rubey, 251 
Dauphin St. in Mobile, Alabama. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade _ references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 

GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


ANTHONY t GREGORY, Auctioneer, 
6748 No. Ashland. Br 4-7303, Chi- 
cago 26, iil. 


JEWELRY — China — Objets A’art; 
Auction service. See page II11. 
Thomas J. Faussett, Howel, Mich. 


COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 

















SAMU EL ISOW pays highest cash ‘pric e 
for complete jewelry stores or surplus 


stock; get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 ‘Lispe nard St., New 


York. Telephone Canal 6-5233. 


Ww ATCH repair store, 100% location Balti- 
more, Maryland, available franchise or 
partnership to experienced watchmaker 
who can handle trade; state age, experi- 
ence; replies confidential. Address “B., 

2509,” care of JC-K. 


IF YOU have a business problem or 

need cash, let us solve it through a 
flat or auction sale; Colmes & Brill. 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 132. 
SAMU EL Ga nsberge will buy your surplus 
or entire stock and fixtures; highest 
prices paid: bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
phone Rector 2-6565. 


ATTENTION : profitable sales, action eale: Ss 
or auction sales with national experi- 
enced men in that field; personal ser- 
vice: references; guaranteed results; 
additional merchandise furnished; in- 
quire; go anywhere. Harry Jacobs, 226 
S .W. 5th Ave. "a Miami 36, Florida. 


DO you seed each? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone: 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 71 for additional details. 






































Wanted to Purchase 
WANTED: established jewelry store in 
northern Ohio or southern Michigan 

after January 1, 1957. Address “T., 

= 2515,”” eare of JC-K. Pat 
CASH for your surplus merchandise; we 

buy everything that is handled in a 
jewelry store; watches, diamonds, rings, 
jewelry, silverware and fountain pens; 
check sent same day; all shipments 
held intact for your approval; refer- 
ences, Dun & Bradstreet, First 
National Bank, Houston, Texas. 
mond Jewelry Company, 1003 Fannin 

_St., Houston, Texas. __ ra 

$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete sotcks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 

SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry ; eat 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390. 

CASH in; send us your watch move- 
ments, ‘watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstret. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 

















Watch Work, etc., for 
the Trade 


BOSTON, Mass. ; 








expert and guaranteed 
watch repairing: Watchmaster tested : 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 

INE watch repairing for the trade ; 
work guaranteed for 1 year: 3 to 
days service: W atchmaster tested; rea- 
sonable prices. A. Schierer, Watch- 
maker, 101 S. Marion St., Cak Park, 


ae 
_ 


~ 


QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 
Aron, 62 West 47th St., New York, 
Me: Be 








Special Order Work and 
Repairs for the Trade 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut; fraternal emblems encrusted ; 
stone and gold seal engraving: special 
orders. Harry Braunfeld, 108 Fulton 
Street, New York City. 








To Let 


OFFICE space to rent: 


reasonable re ental 





located in Heyworth Building, 29 
Madison St., Chicago. Address “Crew, 
lar 2520,” Heyworth Bldg., Chicago 2, 
Illinois. 
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Info rmation in 


the making FOR YOu 


The appropriation made for the recent U. S. 
Census of Business was smaller than the amount 
that had been asked by the Department of Com- 
merce. The result was the survey couldn’t do the 
thorough job it was supposed to do. Some of the 
questions had to be left out—and they were ques- 
tions whose answers would have furnished very 
useful information to the nation’s businessmen. 

One of the omitted questions concerned the 
jewelers’ volume of business according to his 
several lines. 

For you, the answers would have provided a per- 
centage breakdown, so that you could have com- 
pared your own percentage in various lines with 
that of others in your area. You would have had 
a valuable yardstick by which to evaluate your 
present performance and to plan your future 
merchandising efforts. 

JC-K considers it so valuable to you that we 
have undertaken the task of procuring it for you. 
We need your full cooperation. 

Late last month (November) we sent out by 
first-class mail more than 20,000 questionnaires 
addressed to retail jewelers in cities, towns and 
villages in every part of the country. 

The questionnaire is simple. It has only five 
general questions. You can answer them quickly 
by referring to your figures or from offhand 
knowledge of your business. 

We are getting this information for you. We 
are financing the whole thing—the preparation, 
mailing, tabulation, analysis and publication of 
the survey. But the success of this investment 
depends upon your help in promptly responding 
on the questionnaire. 

So, if you have not already done so, please fill in 
and return the survey sheet today. We want to 
get on with this work so that we can have the 
composite information back to you in time for you 
to use it in planning for the coming year. 


EDITOR 
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al every price bracket 























Services for 8 and 12 in 1847 Rogers Bros. Beautiful 1847 Rogers Bros. Holloware Gifts. 
Most-wanted gifts of all! 52-piece service for 8 brings This luxury chafing dish at $65.00 is only one of 
you sales at $99.75. Extra pieces too, make perfect gifts. many holloware gifts in 1847 Rogers Bros. 





Flair-mates in 1847 Rogers Bros. This attractive Step-up Set in 1847 Rogers Bros. This smartly pack- 
pickle dish and serving fork is one of five matched aged gift includes matched silver for all baby’s needs 
gift sets in Flair pattern. $3.95 to $6.95 from birth to ten years. $8.95. Others from $1.50 up. 


For the gift season, for all through the year, your best sales and profit opportunities are in 


1847 ROGERS BROS. 


America’s Finest Silverplate A product of The International Silver Company 
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Gift-seekers galore (32,787,000 of them) 
~ will see this full-color page 
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this month in 


... featuring beloved Community* gifts 
for every taste, every age, and every pocketbook 


+ The Christmas cherub will stop customers at your store. Be sure 


" you have all the silverware gifts they will be looking for... in 


COMMUNITY 


Created in the Design Studios of Oneida Ltd. Silversmiths 


THE FINEST 
SILVERPLATE 
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